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HYDROXY 
CITRONELLAL 
SPECIAL 


Stability in Soap and Cosmetic 
Perfumes is assured by the use of 
HYDROXY CITRONELLAL SPE- 
CIAL. 


The fact that ordinary Hydroxy 
Citronellal turns rancid in time has 
long been a drawback. This new 
product remains stable indefi- 
nitely. 


The odor you incorporate in your 
product is of no greater value to 
you than its condition on reaching 
the ultimate consumer. 


Considering the fact that HY- 
DROXY CITRONELLAL SPECIAL 
. .. because of its stability .. . is 
no more costly in the long run than 
the ordinary grade, it is readily 
understandable why some of the 
largest users of the product have 
adopted it. 


Requests for samples on your 
firm's letterhead will be promptly 
answered. 


AROMATICS DIVISION 


GENERAL DRUG COMPANY 


170 Varick Street, New York . Transportation Bldg., Los Angeles, Cal. 
9 S. Clinton St., Chicago, Illinois ° 907 Elliott St., West, Windsor, Ont. 
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CERTIFIED COLORS 

The state acts which are modeled 
upon the Federal Food, Drug and 
Cosmetic Act, according to the 
T.G.A., generally bear the provision 
that a cosmetic shall be adulterated if: 

“It bears or contains a coal tar 
color other than one from a batch 
which has been certified by the U. S. 
Department of Agriculture.” 

This is modified in the New York 
state act by the statement, Section 
1364: 

“The Board shall promulgate regu- 
lations providing for the listing of 
coal tar colors which are harmless 
and suitable for use in cosmetics and 
for the certification of batches of such 
colors with or without harmless di- 
luents.” 

It is probable, however, that in 
effect, the State of New York will de- 
pend upon Federal certification as to 
the colors approved by it. 


THE SWING 


There seems to be a firm feeling 
that a swing to the conservative side 
is in process. It has started with tax 
pressure. It has been born in middle 
western states—and New York State. 

Taxes are linked with spending. 
Spending is linked with policies— 
more properly, politicians. And some 
one in each village, town, city, 
county, and state is in a fair way to 
become unpopular—i.e. the politician 
who advocates spending. 

A fundamental swing gathers 
strength as it swings. Economy may 
become a virtue again, in a govern- 
mental sense. Individually such vir- 
tue has been forced upon us. And 
we like it because we have to like it 
—or else. 

Possibly our elected governing rep- 
resentatives may 
such virtue. 

And business, the millions of small 
business men, as well as the thin up- 
per crust, may feel heartened through 


perforce acquire 
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a belief that money may again be 
gainfully employed in developing, 
procuring and expanding business. 
It is encouraging to note that the 
President in his recent recommenda- 
tions directed his attention to provid- 
ing means for needed expansion and 
replacements in the so-called heavy 
industries, as differentiated from con- 
It would appear that 
the crux of unemployment is inherent 


sumer goods. 


in the lack of volume in heavy indus- 
tries. More power to the President 


in this direction! 


FOREIGN 

When little is heard 
much is hatching in world affairs. 
Leaders in affected countries seem 
busily engaged in mending their 
fences and endeavoring to fathom the 
other fellow’s real intentions. 


sometimes 


Economic possibilities are being 
felt out in all directions and effects 
studied and evaluated. 

In the meantime, surely diplomats 
are learning what is what and acquir- 
ing knowledge from each other which 
can be used as basis for gradual ad- 
justment of acute world affairs upon 
facts of what can be 
tastrophe in which everyone loses. 


short of a ca- 


THE FAIR 
This 


month in 


month marks the second 
which the New York 
World’s Fair may show its best. 
August is a good vacation month. 
Figures just released are astound- 
ing in that they demonstrate for how 
little money the greatest Fair can be 
seen and enjoyed. You can get a hot 
or a bird and 
champagne. But you don’t need the 
latter to do the Fair. 


dog and cup of coffee 


It really is a 
popular price event. And we bow to 
Mr. Whalen. 

From an educational standpoint, it 
offers everything. Science or travel 
or industry—no matter what your in- 


terest is you will find it there. Next 





to a trip abroad is a study of the ex- 
hibits from practically every country 
or people on the globe. 

Research and scientific accomplish- 
ment is portrayed and greater achieve- 
Industrial exhibits 
are not only informative and intrigu- 
ing but they are put over in an in- 
fashion. 
For pure amusement and enjoyment, 


ments forecast. 


teresting and entertaining 


the area devoted to such is fulsome. 
It’s all just great! 


GREEN FIELDS! 


One manufacturer struck an atti- 
tude and said: “I used to wish I was 
in any other business. Then I looked 
into several lines and talked with a 


They each and 


lot of other peoples. 


every one were wishing the same 
thing. So I’m sticking to what | 


know best—my own line.” 
And we will bet money he is find- 


ing more peace of mind. 


ON THE UP 


There is no doubt but what we 
have started an up-swing. July regis- 
tered. As we go to press it looks 
better yet. At least that is our obser- 
vation. 

Not only in this industry, but gen- 
erally throughout the country in 
many lines, the curve is upward. In- 
quiries are improving—the fore-run- 
ner of better volume. 

Advertising schedules in consumer 
goods are stepping up somewhat 
on short time basis anyway. 

It’s time to put out our promo- 
tion, to tune-in with the swing and 
be on the job for what is gettable 
and get it first. 

Label troubles are 
slowly and that impediment is not so 


ironing out 


marked. The season of greatest vol- 
ume is coming and will go to those 
who put up the aggressive campaign 
to get it. 

Yes—we almost said it’s a good 
time to do some advertising! H.J.W. 
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Chuit, Naef & Cie 


Moucantueme is truly the Lily of greatest 
utility. This modern Muguet base is being 
used with most pleasing effects and equally 
good results in perfume extracts, creams, 


powders of all types and lotions. 


The Muguet note in modern perfumery has 
a much wider application than is generally 
supposed. It imparts a genuine sweetness 
and floralcy not otherwise obtainable to all 


types—florals, bouquets and orientals. 


Currently, the decided popularity of floral 
bases recommends your consideration of 
Mugantheme. Have you tried it in that new 


perfume you are studying? 


$16.50 per pound 
Your Trial Ounce $1.25 


135 FIFTH AVENUE - NEW YORK 
CHICAGO OFFICE: 844 NORTH RUSH STREET 
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“Make customers and make customers for your customers,” said the founder in 1806 ...and 






HOW COLGATE SELLS 
TO 575,000 OUTLETS 


today, 133 years later, the company does this on a world wide scale with total annual sales of 


$100,000.000 . . . Fundamental policies . . . Sales organization . . . by FRED SMITH* 


To Jeffersonville, Indiana, came the great flood of 1937. 


Cataracts swept over the Jeffersonville plant of Colgate- 
Palmolive-Peet, and for 60 days and 60 nights, soap, soap 
chips and granulated soap floated out the windows, out 
the torrent-smashed doors down toward the Mississippi. 

But, before the onslaught of the flood, Paul Reveres of 
all descriptions ran through the night warning the people 
to flee for their lives. Hearing this, C.-P.-P., with 133 
years of uninterrupted operation to its credit, fled not 
with its collective lives, but with its unfilled orders, ship- 
ping papers, and ledgers in trucks which chugged along 
ahead of the flood, to Louisville, Ky. But in Louisville, 
too, there was to be high water; so 12 Colgate men sat 
down and sorted the orders, and dispatched them by 
special messengers to the Kansas City and Jersey City 
plants to be filled, so that service would go on. 

When the water receded, Colgate counted its losses. 
This one thing Colgate must maintain: its fine relation- 
ship with the 575,000 outlets through which it does busi- 
ness. So through the stricken area went Colgate men 
with pads and pencils, checking losses of local dealers. 

It was found that the 10,000,000 cakes of soap, and 
10,000,000 boxes of soap powder which had floated out 
of the factory had been joined by 7,000,000 more floating 
off dealers’ shelves, which C.-P.-P. replaced free. 

Thus, through hell and high water does Colgate-Palm- 
olive-Peet serve its dealers. Few other businesses have 
built their entire existence so firmly upon the one prin- 
ciple that the dealer is always—-or nearly always—right. 


*Research by A. L. Graham. 
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To guarantee continuously good dealer relations, the 
soap division has a price policy that keeps large and 
small dealers on a reasonable competitive plane; a policy 
that allows a maximum discount of only three per cent 
even on carload lots. 


FAIR PLAY DEALER POLICY 
The toilet articles division has this “Fair Play Dealer 
Policy” printed on page 2 of the official price list: 
1. Colgate has issued fair trade contracts in all states 
having fair trade laws. 
2. The same price to everybody—to all classes of trade 
(large or small dealers) offering the same opportu- 
nities for profit to everyone. 
3. A profit of 3311/3 per cent and up on all C.-P.-P. 
toilet articles when bought direct. 
1. Colgate pays the freight on all direct shipments. 
5. Colgate pays all federal excise taxes on all products. 
6. All packages show full advertised price. 
7. We are using every sound modern method of help- 
ing dealers increase sales and profits by supplying 
them with tested sales promotion equipment. 
8. Consistent, powerful newspaper, radio, magazine 
and dealer-help advertising, planned and executed by 
the best advertising talent. 
9. The contents of large sizes are in direct proportion 
to or greater than the contents of the 10c sizes. Com- 
plete 10c line is offered to all regular toilet goods out- 
lets including drug stores. 
With this creed, C.-P.-P.’s toilet goods division lays 
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all its cards on the table at the outset. No special dis- 
counts. The smallest druggist in the land pays the same 
price per dozen for tubes of tooth paste as the nation’s 
largest drug chain. 

To those who say that unless you play discount games 
with the big boys, your total gross will drop off to noth- 
ing as soon as you turn your back, official voices at 
C.-P.-P. point out that every year since 1934 there has 
been a marked increase in total gross sales and the dollar 
volume of business in both soap and toilet goods divi- 
sions. That there was a considerable drop in business 
from 1929 to 1934, they will admit. But 1934 marked 


the turning point. 


TOTAL SALES $100,000,000 

More than a thousand salesmen, promotional men and 
display men by their combined efforts were able in 1938 
to ring up nearly $100,000,000 in total sales' for a profit 
of nearly $5,000,000. 


FOUR PARTS TO SALES ORGANIZATION 

The first step in understanding the Colgate-Palmolive- 
Peet empire is the breaking down of the company into its 
four component parts: 

1. The soap sales department, whose men and whose 
jobbers service 95 per cent of all possible soap outlets 
in the United States, and where lies the responsibility for 
selling Crystal White Soap and Peet’s Granulated Soap in 
the west; Octagon products in the east; Palmolive and 
Super Suds the country over. 

2. The toilet article sales department, where the busi- 
ness of selling cosmetics has become a major enterprise. 

3. The industrial sales department, where soap cleans- 
ers are sold in quantity to mill owners, laundries, hotels, 
lavatory keepers, and others who cannot go to the corner 


drugstore and buy packaged goods economically. This 


department also has control of glycerine, a commodity 


which is highly prized and of which C.-P.-P. is one of 
the largest suppliers. 

1. Finally, the foreign sales department that handles 
Colgate’s ample South American business, and colossal 
European business.” 


POILET ARTICLE CREWS 

Selling the goods of these four divisions are toilet 
article crews; a soap selling “army”; display crews; 
men who call upon jobbers; men back in the home office 
who prepare promotional material; others who act in 
various capacities to weld solidly together this highly 
efficient sales force; and finally operating as service “ex- 
perts’” are an unlisted number of mysterious men who 
take no orders, make no effort to work up business, and 


carry in their heads a colossal amount of technical knowl- 


Almost equaling 1929 peak; 1.3 per cent under 1937. 

There are 27 foreign branches, 7 foreign factories, through 
which C.-P.-P. sells 25 per cent of its total output. English busi- 
ness is largest, Canadian second. Australian branch (3rd largest) 
was started in 1919 when a shipment for Kobe, Japan, was dupli- 
cated by mistake and then re-shipped to Australia. The 7,000 
gross of soap was sold in Sydney, launching one of the largest 
foreign territories, now with a factory of its own. In Poland, peas 
ants go to the store, buy Palmolive Shaving Soap by the squirt. 
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New York Tima 
The device shown above measures the consistency or plasticity of facial 
creams and similar products and assures their proper action on the skin 


New York Tim 
Testing the strength of packing cases, paper, etc., to meet rigid speci 
cations which guarantee consumers receipt of products in good conditict 
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edge regarding cleaning and cleansers. The exact num- 
ber of these men cannot be stated because it is private 
information. Presumably if Colgate boasts of having 
100, three competitors might well go out tomorrow and 
hire enough to make 105 each. Such is the soap business. 
For example, a soap company once cooked up the “cou- 
pon crew” idea. They enlisted local crews that made 
house-to-house solicitations, passing out “free” coupons. 
Because the American housewife cannot resist a bargain, 
the inventor of this system made a clean-up as millions 
of women stocked their homes with his brand of soap. 
This made it necessary for Colgate and other companies 
to organize similar crews, to retrace the steps of the first 
crew, with special deals, rendering null and void the 
first crew’s work. This perpetual motion will go on for- 
ever and none will win; for the first one to drop out 
will lose. So among C.-P.-P.’s salesmen are scores of 
sales. 


crew managers, steeped in this way of forcing 


ACCENT ON SERVICE 

In 1806, when Wm. Colgate opened a soap shop in 
lower Manhattan, he sold his first bar to a man who 
lived so far uptown that it cost more than the profit to 
deliver it. Nevertheless, “Horatio Alger” Colgate made 
the delivery and invested his first profit in making a 
steady customer. From this seed grew the mighty oak of 
philosophy under which all 10,000 C.-P.-P. employees 
work: make customers, then make customers for your 
customers. This philosophy was augmented by the Palm- 
olive Company's merging, which brought to Colgate a 
highly organized sales force that had been developing 
since 1865. 

PROCEDURE OF COLGATE SALESMEN 

C.-P.-P. salesmen are not merely salesmen; they are 
promotion men, trained not to go from store to store 
with a glib tongue and an open order book; not to load 
dealers’ shelves with goods until both shelves and dealers 
groan. Procedure of Colgate salesman is as follows: 

1. The salesman walks into the store with a large ring- 
bound presentation under his arm. This presentation is 
what the people back in the Colgate office call “the plan.” 
Periodically one of these plans is concocted by the home 
office. It consists of an elaborate merchandising idea, 
explained in detail. 

2. The salesman explains the plan to the dealer, and 
the dealer decides to give it a swing. 

3. The salesman, from past experience, suggests the 
quantity of goods which should be ordered, and gets an 
O.K. from the dealer. 

1. The merchandise is ordered through the district 
office and shipped from the home office, from the nearest 


factory branch or from a jobbing warehouse. With the 


order comes a wide variety of display material, for which 


there is no charge. 

9. One of Colgate’s trained display men shows up 
almost as soon as the dealer receives his goods. This 
display man trims the store and the windows. He ar- 
ranges the major display of Colgate goods. Suggests 


tie-in advertising, produces samples. He may even in- 
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struct clerks, and in manifold other ways assures himself 
that the goods will very soon start moving off the shelf 
to ultimate consumers. 

6. The display man packs up and leaves, and it is up 
to the plan—which has been put into operation with the 
full cooperation of the dealer—to carry the ball. If you 
are a gambling man, you should bet that the plan will 
work; because all plans are tested before they leave the 
Jersey City office. The plans which come out of the 
home office each year have already proved that they can 
take the hurdles in fine shape. Some place in Jersey City 
there must be a graveyard for plans that died trying. 

The final result is that C.-P.-P. invests time and money 
inaugurating the use of its plans in each of its out- 
lets; it clears a substantial profit from reorders which 


come rapidly, and without much prodding. 


HOW THE SELLING MACHINE OPERATES 

Exploring C.-P.-P. is vaguely like taking a clock apart. 

Every place you turn, there are wheels—small wheels, 
but lots of them—going around. The spring that drives 
them is the urge to fill up stores with C.-P.-P. products, 
first making sure that the stores will empty themselves 
with a minimum of labor on the part of the storekeeper. 

Back in 1806, young Wm. Colgate was a personality 
and an individualist. Before the turn of the century, the 
aura of this one individualist was dissipated by the pres- 
ence of five other gentlemen with the name of Colgate. 

By 1906, the firm was pretty well settled down. On 
Saturday, January 20, all 1,000 of the Colgate employees 
had dinner at the Grand Central Palace on Lexington 
Avenue, and senior firm member Richard Colgate gave 
everybody in the place a five-dollar gold piece for every 
year they had been in the Colgate employ. Having casu- 
ally dropped $40,000 in this way, the eminent Mr. Colgate 
rose to his feet and stated “We are 100 years old. We 
have occupied the same position for 100 years. Every 
member of the firm is a descendant of the founder. Dur- 
ing that time we had no disagreement between employers 
and employed. We have always had the highest com- 
mercial rating. We are today in friendship with all our 
competitors. I think that with such a record it is emi- 
nently fitting that we get together to celebrate our 100th 
anniversary.” 

Thus, as reported in the February 1, 1906, issue of the 
Soap Gazette & Perfumer, the Colgate company collec- 
tively and without the central figure of a Henry Ford or 
Harvey Firestone set its cap for a second hundred years 
as one of the nation’s largest businesses. 

Twenty-two years later, the Colgate clock took on more 
wheels through a merger with Palmolive and the Peet 
Bros. companies. C.-P.-P. became even more decentral- 
ized; with a lot of anonymous men and hard work. 

Hard at work in the soap division are men calling on 
department stores, grocery stores, general stores, com- 
missary stores, independent variety stores and some drug 
stores. In all, approximately 575,000 outlets. 

In the toilet goods division are men hard at work 
selling dental creams, Palmolive shave cream, Colgate 


tooth powder, Colgate shave cream, Halo shampoo, Cash- 
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home office. Four times a year come vast sales meetings 
at which the salesmen parley with the heads of the de- 


Which Soap Gives Your Skin 
THE FRAGRANGE MEN LOVE? 


partments, who know them all by their first names. 
C.-P.-P. salesmen are usually enlisted locally, hired by 


COLGATE 8 Co's 


‘ Di 


FOR THE HANDKERCHIEF. 


district office managers, but must measure up to home 
office standards. Approximately 50 per cent of the men 
so hired are purely salesmen and will be content to keep 
up their average of 12-15 calls per day for the rest of 
their lives; settled souls who are known and respected in 
the community; whose wives are more concerned with 
nearby neighbors and with rearing children, than with 
Paris, France; or champagne and Lilly Daché. From 
the other 50 per cent will rise future sales managers, dis- 
trict managers, vice-presidents, and perhaps even presi- 
dents. But from the first group comes the steady clock- 
like plugging that provides the bulwark of C.-P.-P. 


ope fumes.) 


har ‘\ SALARY, BONUS AND COMMISSION 
E h bottle \ 


S bears the name/ 
(gis \ My and trade mark of 


SESS “COLGATE & CO. 


TOILET SOAP MAKERS and PERFUMERS, NEW YORK. 


In general, Colgate salesmen are high class, intelligent 
men. To district offices each year come a few men from 
colleges: object, to rapidly advance. They, like all sales- 
men, work on a salary plus bonus and commission. 


Before they are trained to sell, they are trained to dis- 


. 


LAE AE SE SE DE SE DE DE DE SE SE 


While no samples are extant, it is believed that Founder Col- 
gate started advertising in 1806 when he opened for business. 
Right: a perfume ad from Godey's Lady's Book, July 1875; 
left: a soap ad of the same brand from a current campaign. 


mere Bouquet soap, hand lotion, talcum powder, and 
These products are sold to 57,000 drug 
stores, 5,000 department stores and enough syndicate 


face powder. 


and independent variety stores to make up a total of 
75,000 outlets. To 75 per cent of these outlets, the prod- 
ucts are distributed direct; to 25 per cent, they are dis- 
tributed through jobbers. The 155 salesmen work out of 17 
district offices, under district managers and supervisors. 

Over in the industrial department are semi-technical 
salesmen hard at work tracking down “any place where 
smoke is coming out of a stack” where, their boss tells 
them, is a potential customer. To hotels and tourist 
camps, these men sell direct, because of the complications 
of special packages. Through jobbers they sell to fac- 
tories, county institutions, official buildings, and laun- 
dries. Another important piece of business transacted by 
the industrial division is the sale of glycerine. Glycerine 
is a by-product; a tail which might easily wag the dog if 


the dog were less sizable. 


THE SALESMEN 

Hard at work also are advertising and promotion men, 
sales managers and various breeds of liaison men. But 
those in the company most persistently at work are 
the thousand salesmen who are custodians of the C.-P.-P. 
good will, which to the company is second in importance 
only to registered trade marks. Every salesman, whether 
working out of the home office, or out of a district office, 


or even out of a jobber’s, is kept in close contact with the 
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play. For every Colgate salesman is concerned about 
one-third with selling; two-thirds with displaying and 
promoting to make sure that goods move to ultimate 
consumers. Salesman turnover is low. Promotions are 
offered first to the men in the field. Ex-retail salesmen 
are President Little and most of his sales executives. All 
went from salesmen to supervisors; to district managers; 
to division managers, and points upward. 

Realizing that good men are hard to get, that the in- 
vestment in training is considerable, Colgate laid off few 
salesmen during the depression. In 1931-32 the force 
was cut slightly but has been since built back to normal. 
Rather than lay off salesmen, the company tried other 
methods of keeping in the black. Several big district of- 
fices were closed, with arrangements for men to work out 
of their homes, but this was found highly impractical. 
Wives can think of too many things for husbands to do 
when home. 


THE SELLING TECHNIQUE 

The successful selling of soap is a fundamental, simple, 
process. While other manufacturers have experimented 
with fancy packages and with fancier high-pressure sell- 
ing and complex jobber setups, C.-P.-P. under such soap 
sales managers as the East’s Jim Reilly and the West’s 
B. W. Railey has sifted down and simplified its sales 
technique until it is, in effect, super-streamlined. 

Among the simple things of life which have cluttered 
C.-P.-P.’s horizon is the giving of premiums.  C.-P.-P. 
has ascertained, at least to its own satisfaction, that pre- 
miums mean sales. Octagon soap products give pre- 
mium coupons., 

Housewives save these coupons, and when a special 
deal is offered, which special articles are offered 
reduced coupon rates, the average dealer can count on 
a sellout. 


Sometimes these special premium offers are limited to 
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a certain premium. For example: not long ago, Colgate 
bought and distributed a carload of cups and saucers 
every day for thirty days. For buying Octagon soap on 
special sales in the East, American housewives stored 
away 500,000 free cups and saucers in their cupboards 
before the sale was over. 

Go into a grocery store today and you will see endless 
combination deals: a paring knife for le with a box of 
(not Colgate) soap chips; a free razor with a tube of 
(not Colgate) shaving soap; the base of a World’s Fair 
iamp after you have used up the vinegar from the bottle, 
and so on. Into the special deal maze, C.-P.-P. has wan- 


dered, and come home to roost. 


PREMIUM DEALS ARE FAMILY AFFAIRS 

The deals most regularly offered by C.-P.-P. are in-the- 
family affairs. Two bars of Palmolive soap with large 
box of Super Suds, one bar with the small box. On the 
matter of outside premiums (a razor with a tube of 
shaving soap) C.-P.-P. has no definite policy. A good 
deal will work, but it can be overworked. Of any deal 
which is put out, this much can be said: it has been 
tested (if practical) and it has worked in a specific terri- 


tory before it is generally offered. 


133 YEARS OF ADVERTISING 

To back up the efforts of the sales department, and to 
carry out to the letter the Fair Play Policy, C.-P.-P. last 
year invested at least $5,000,000 in magazines, radio 
programs, radio spots, and newspapers. 

As advertisers, C.-P.-P. can boast of almost the longest, 
whitest beard in the nation. A half-dozen generations of 
advertising managers have contributed to the perfection 
of soap advertising technique. 

Exactly when Colgate started advertising, even adver- 
tising manager Roy Peet doesn’t know. About this, there 
is, however, a legend that says that Mr. Colgate started 
advertising with the opening of his soap and tallow shop 
doors in 1806; and it is certain that Colgate, or C.-P.-P. 
never stopped. 

In the known background of C.-P.-P. are two great 
advertising success stories: Palmolive Soap (“keep that 
schoolgirl complexion”) which is one of the world’s first 
and foremost examples of how sound and plentiful adver- 
tising can take an ordinary product and build it into a 
national habit. Since the debut of the Palmolive cam- 
paign in 1898, which started as a car-card campaign in 
St. Joseph, Michigan (“What is Palmolive’—with a 
guessing contest) many another advertiser has appro- 
priated a vast budget with the school-girl complexion 
(the 1915 campaign) memory in mind. C.-P.-P. feel that 
they helped make advertising a big business with that 


campaign. 


RIBBON DENTAL ONE OF THE FIRST TOOTHPASTES 

But previous to Palmolive came an even greater, if less 
celebrated victory. Into a world of liquid and powder 
dentifrices, Colgate introduced one of the first pastes; 


and a subsequent good slogan (“comes out like a_rib- 
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bon, lays flat on your brush”) slew all precedents and 
almost single handed brought into the world tooth paste 
in tubes, which wives from that day on concentrated 
upon leaving the caps off of. 

The success of Colgate’s Dental Cream advertising 
(1908 et seq.) spawned endless imitators. 

“We have occasionally cut our budget,” says adver- 
tising manager Peet, “but not for long.” Today, C.-P.-P. 
is in most national magazines; in many newspapers; on 
the air with five programs per week; before this article 
appears it will be six. Housewives during the day tune 
in on “Hilltop House” (Palmolive); on “Myrt and 
Marge” (Concentrated Super Suds); on “Stepmother” 
(Colgate Tooth Powder). Soon those in the South (CBS 
Southern network) will listen to “Women of Courage” 
through the courtesy of the Octagon line. In the eve- 
ning many a young American rivets his ear to the loud 
speaker to get every morsel of Palmolive Shave Cream’s 
“Gang Busters”; and Colgate Dental Cream’s “Ask-it- 
Basket” capitalizes on the question box fad. 

In their stables is no Charlie McCarthy, no Guy Lom- 
bardo, no spectacular Orson Welles. Colgate believes in 
hard working, even tempered shows that put nobody in 
the aisles, and do no sharing of glory between an artist 
and a bar of soap. 

C.-P.-P. advertising is well integrated. The space 
works closely with the radio, and both tie into the con- 
siderable promotion material. 

With the procedure for promotion set up, with dealer 
good will to spare, it is obvious that new products would 
appear from time to time under the C.-P.-P. banner. 
Such new products are Concentrated Super Suds, Halo 
Shampoo, Cashmere Bouquet Hand Lotion. 


LESSONS LEARNED IN FOREIGN TRADE 

With 25 per cent of the C.-P.-P. business abroad, for- 
eign advertising is a potent consideration. These things 
have C.-P.-P. learned about foreign trade: 

1. That American sales arguments are as effective 
abroad as here. 

2. That no change is necessary in formulas for 
foreign sales rating is—first, Palmolive soap; second, 
Colgate Dental Cream; third, Palmolive Shaving Cream. 

3. That packages sell better in such places as Mexico, 
India, China, when not modernized. The Chinese ask 
for “the toothpaste with the hand,” referring to the old 
style package that showed how to squeeze the tube. 

4. That Chinamen don’t read, but love a parade: so 
big parades, fire crackers, a huge party (admission, | 
Palmolive coupon) largely replace space advertising. 

So it was that Mr. Colgate’s little soap and candle 
store on John Street grew and grew, without political aid 
or interference, until it became one of the world’s great- 
est and most widespread businesses. It has survived 33 
national elections. It has gone quietly about its affairs 
while five wars raged around its doors. And out of its 
hoary beard comes only the advice: “Make customers, 
and make customers for your customers. Service is 
everything.” (William Colgate thought of that in 1806.) 
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SELL WHERE BUYING 
IS HEAVIEST 


Why there is no relation between popu- 
lation and sales .. . How buying power 
“flows” and its significance .. . How to 
locate territory where most buying oc- 
curs ... Weighing display programs for 


advertising exposure 


by LINCOLN JONES* 


Do you know in advance the cost of selling your 


brands as you know the cost of manufacturing? 

Control of selling costs is as important as control 
of manufacturing costs. Yet in 
most cases selling efficiency is 
far below manufacturing effi- 
ciency. 

If you are in the position of 
most producers of consumer 
goods sold through retail stores. 
a common basis for coordinat- 
ing the elements of your ad- 
vertising and distribution will 
serve a purpose similar to time 
study in maintaining efficient 

factory production. A standard unit of market 
weight equally applicable to all forms of advertis- 
ing and distribution will serve this function just 
as pounds or specific gravity set up standards in 
the purchase of raw material. The one property 
common to all forms of advertising is exposure to 
buying power. 

Lithographed material, newspaper and magazine 
pages, or radio time represents exposure to buying 
power. That is all any medium of advertising can 
guarantee to deliver to the advertiser. It amounts 
to the “weight” of coverage applied to one piece 
of copy—one radio program—one special offer. 
The potential exposure to buying power repre- 
sented by advertising displays in any given terri- 
tory selected for coverage, can be measured directly 
in dollars spent in retail stores by consumers. 


DISPLAYS OFFER PROBLEM IN COVERAGE 
As a medium of advertising, displays offer a 
unique problem in coverage. A thousand displays 
may be exposed to half a billion dollars of buying 
power or to five billions at no difference in cost to 
the advertiser. The exposure depends on the dis- 
tribution of the material. 
Saturday, afternoon in a typical Group | town. Population 35,000. Displays are highly selective as to coverage and 
Drug store sales $16.80 per capita — Photo H. Armstrong Roberts *Director, Market Research, Kindred MacLean & Co., Inc. 
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they may be planned for and used in any combi- 
nation of stores in any one or more territories. But 
neither all stores nor all towns and cities in any 
territory offer the same degree of exposure to buy- 
ing power. 


U. S. CITIES SALES VARY WIDELY 

This is evident when retail sales volumes are 
rendered in terms of per capita. Total sales in 
3,106 towns and cities in the United States in 1935 
ranged from $5.46 per capita in Highland Park, 
Texas (pop. 8,422), to $1,925 per capita in Long- 
view, Texas (pop. 5,036). 


CONCENTRATE WHERE MOST BLYING OCCURS 

lt is possible to narrow down a territory to cer- 
tain towns and cities within which most of the 
retail buying occurs. Field men may then concen- 
trate on the dominant outlets in those towns to 
obtain enormous buying power coverage at the 
lowest possible cost. 

This is true in the matter of maintaining stocks 
in distribution as well. 

Exhaustive study of the 1935 U. S. Census ol 
Distribution during the past fifteen months has 
proved that such measurement is not only possible, 
but has actually provided a standard scale in which 


to weigh coverage relatively and accurately. 


NO RELATION BETWEEN POPULATION AND SALES 
Reference to the total retail sales reported in the 
Census of Distribution shows an almost complete 
lack of relationship between the sales and popula- 
tion. For instance: 
Population Total Retail 
1930 Sales, 1935 
Hanover, Pa. (Luzerne Co.) 17,770 $635,000 
Hempstead, N. Y. 12.650 $15,955,000 
This difference cannot be accounted for by indi- 
vidual buying power alone. Undoubtedly much of 
Hanover’s buying power is expended outside of 
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Saturday afternoon in a Group III town. Population 25,000. Drug store sales $4.98 per capita—Photo H. Armstrong Roberts 





the town of Hanover and likewise an important 
part of Hempstead’s retail volume originates out- 
side of Hempstead. 

Sales in retail drug stores are aflected to the 
same degree by the tendency of buying power to 
flow. Compare in New York City: 

Population Drug Stores 

1930 Sales, 1935 

1.867.312 $38,089,000 
2,560,401 $20,439,000 


Manhattan Borough 
Brooklyn Borough 


This is not in agreement with income factors for 
Brooklyn and Manhattan, based on domestic con- 
sumption of gas and electricity, mechanical refrig- 
eralion, income tax returns, rental values or any 
other index stemming from the residential source. 


“FLOW” OF BUYING POWER 


The condition is commonplace. But while it 
hears out the most casual observation that buying 
power flows, it suggests the degree of flow and its 
direction. This enables advertisers to select towns 
and cities according to their concentration of retail 
buying to match the broader residential fields from 
which they draw trade. Here is a practical basis 
for gearing retail distribution to general advertis- 
ing programs that reach out to the consumer at 
home, in an automobile, a railroad train or a bus. 
lt is furthermore applicable to any price range 
from a nickel unit up. 

Likewise these concentrations mean the most 
coverage for each display used in drug stores, since 
the consumer coming to the advertising is equiva- 
lent to the advertising going to the consumer. 


EIGHT KINDS OF RETAIL OUTLETS 

Altogether eight kinds of retail outlets through- 
out the United States were tabulated in the course 
of the study. Sales in drug stores were summarized 


for the whole country as follows: 


3,166 towns and cities of 2,500 or more population 
















































































































































































































































































Drug stores and Sales 
GROUP f 


Drug Store Total Avg. Orug Min, 
Sales Sales Sales Sales Display 
Stores | (add 000) Per Cap.|Per 8Sto.|Per Cap./Loc'ns. 


HEW JERSEY (congi 
Miccleses 
Sew Brunswick 
Perth Amboy 


Koga pube Park 


Belmar 

Red Bank 
Freehold 
Bradley Beach 


Morris 
Morristomm 
Boonton 
Dover 
Madison 


Passaic 
Pompton Lekes 
Paseaic 
Paterson 


— Grove 


Salen 


Somerset 
omerville 
Bernardeville 
Bound Brook 


use: 
Bewton 


uajee 
a@infield 


Summit 
Westfield 
Elizabeth 





*Bernardeville sales withheld by Census Bureau to protect 
private information, 


One of the reference tables for Middle Atlantic states 


accounted for 85 per cent of drug store sales 
in 1935. 

2.290 of these towns with varying degrees of buy- 
ing concentration accounted for 82.1 per 
cent of drug store sales in 1935. 

354 towns have sales equal to their resident buy- 
ing power. Whatever trade they drew from 
outside was offset by out-of-town buying by 
residents. They accounted for 2 per cent of 
drug store sales in 1935. 

161 towns show a decided tendency in_ their 
residents to patronize out-of-town retailers, 
without any compensating trade from  be- 
yond their corporate limits. They accounted 
for 2.4 per cent of drug store sales in 1935. 

61 towns had no drug stores at all in 1935. 


FIVE FACTORS FOR RATING EACH TOWN 

The rating of each town as a concentration, a 
normal or a dispersion of buying power, was 
based on five factors: Total retail sales per capita; 
drug store sales per capita; average annual sales 
per drug store; annual drug store sales; number of 
drug stores. By comparing with averages obtained 
in each part of the United States, a formula was 
worked out for integrating all of the factors into 
one rating index from which the number of key 
locations necessary for complete coverage by ad- 
vertising displays in each town was calculated. 

All towns have been listed in three rating groups 
with their data, as illustrated by the specimen page 
from the table for Middle Atlantic States. 


RICHEST RETAIL MARKET IN THE UL. S. 
From these tables any combination of counties 
may be drawn and summarized as an approach to 
distribution and display problems. Here is a sam- 
ple territory, described as a circle with a radius of 
one hundred miles on a center near New Bruns- 
wick, N. J. 
Within this circle occurred 20 per cent of the 
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total sales in retail stores in the United States in 
1935. A summary of drug store sales follows: 


Per CEen1 
No. or Towns SALES 
Group I (concentrations ) 19] 88.8 \% 
Group II (normal) 55 1.48% 
Group III (dispersions) 145 2.76% 
No drug stores in 15 
Urban 106 93.044 


When these towns are spotted on a map, it be- 
comes plain that every retail buyer in the area is 
easily within the influence of one or more drug 
stores in one or more Group I towns. Further- 
more, most of the retail buying in these towns 
occurs in stores located in easily discernible shop- 
ping neighborhoods as distinguished from con- 
venience outlets in residential neighborhoods. It 
is not necessary therefore to use all drug stores in 
town to get complete exposure. 


A DOLLARS AND CENTS EXAMPLE 

In fact, out of 9,840 stores in this territory, 
3,700 hold the dominant positions. Displays in 
1,256 of these stores will deliver complete coverage 
of a buying power that produced in 1935, total 
sales in all retail stores of $6,340,000,000. 

Allowing five dollars per display for cost of 
material, shipping, professional installation, and 
some special compensation to retailers for their 
space, complete displays coverage will cost $6,280 
for one week or more in this territory. The aver- 
age exposure to buying power will be $1,009,000 
per dollar of cost of the program. 

The buying power-exposure-per-dollar-of-cost 
unit can be determined for any form of advertis- 
ing. By this means a complete promotional plan 
may be analyzed for the relationship between gen- 
eral advertising coverage and the distribution io 
support it, as well as to determine the weight of 
exposure delivered per dollar of cost of the whole 
plan. 

In this way it is often possible for advertisers to 
increase the exposure of their advertising materially 
without increasing the cost by merely redistribut- 
ing the weight among the several media used. 


HARMONIZED 
te eb 18: 





The consumer is at the shopping center for the purpose of 
buying discriminately—open to the urge of suggestion. Se- 
lective distribution packs displays with buying power exposure 
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BABY OTL 


Baby oil must have some of the essen- 
tial unsaturates . . . Should be lubri- 
cating and antiseptic . . . Safe use 


paramount ... Labeling cautions 


by MAISON G. pENAVARRE 


QNE of the main reasons for using a baby oil is, 
to prevent too rapid dehydration of the infant's 
body, a characteristic of the first couple weeks of 
the child’s life. Another very potent reason for 
using the oil is to prevent scurf formation on 
baby’s scalp. 

A baby oil under the new Food, Drug & Cosmetic 
Act will probably be classified as both drug and 
cosmetic, and as such must be so labeled. 


FACTORS IN MAKING BABY OILS 


A baby oil should be compounded with the fol- 
lowing thoughts in mind: it should be partially 
absorbable; it should contain some of the essential 
unsaturates; part of the composition should remain 
on the skin as lubricant; preferably it should be 
antiseptic—and, of course, it must be protected 
against rancidity. 

One of the best ratios of vegetable to mineral 
oil is a 50-50 mixture. At the same time, however, 
this writer leans toward a mixture of 40 parts 
mineral and 60 parts vegetable oil. 


MINERAL OIL MUST NOT BE TOO VISCOUS 


Mineral oil used should not be too viscous; a 
grade having a viscosity of 150-200 would seem 
about right. In the choice of vegetable oils, much 
depends on the individual manufacturer. At the 
same time, keep in mind that only the highest grade 
edible oils can be used, as differentiated from 
standard grades of the same. Vegetable oils worth 
trying are sesame, raisin seed, soybean and peanut. 

It may not be amiss to include vitamins A and 
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D in such an oil though it would be unwise at the 
present time to attribute any particular effect to 
this addition. 

When choosing antiseptics, the choice is very 
much narrowed down to a couple of ingredients 
at most. Oxyquinoline benzoate is a popular choice 
because it has a good inhibiting action in oil solu- 
tion. Certain specialties may be used, but be sure 
of safety, as the baby’s skin is easily irritated—not 
to mention the fact that he may suffer toxic reac- 
tions rather easily. 

Antioxidants are required, and here again the 
safe list is very limited. Rather than suggest any 
one material, it may be best to work this out with 
suppliers of vegetable oil who in many cases have 
patents on certain materials which are edible and 
thoroughly tested as well. 


LABELING CAUTIONS 

In labeling, state the qualitative composition as 
follows, for instance: “Active ingredients—min- 
eral oil, such-and-such vegetable oil, name of anti- 
septic and color if used.” The antiseptic state- 
ment will probably be best put if you say, “- 
Baby Oil is an inhibitory antiseptic,” or some 
phrase which has the same meaning, thus specifi- 
cally limiting your antiseptic action to inhibition 
rather than actual germ-killing. 

There is some recent belief that letting the 
baby’s skin alone is better than putting oils on it. 
This may or may not be so, but we do know that 
too rapid dehydration of the infant’s skin can be 
prevented by the use of a well formulated baby 
oil. Then, too, it should be stressed upon the 
mother’s mind that she should be careful in giving 
baby an oiling, as the skin should not be greasy in 
appearance, thus causing discomfort. 


OIL MUST BE SAFE AND FREE FROM IRRITATION 

When formulating baby oils, keep in mind that 
safety to user is paramount. Other good thoughts 
are freedom from irritation, real utility for the 
product, combined with good sense in packaging 
and labeling. 




















HOW TO SELL 
TO THE WORLD'S 
LARGEST STORE 


Vacy’s instructions to buyers for deal- 


ings with manufacturers’ salesmen 


THE auspices under which the world’s largest 
department store buys from some 19,000 manu- 
facturers and wholesalers each year goods totaling 
over $80,000,000 in retail value are revealed by 
the instructions of R. H. Macy & Co., New York. 
N. Y., to its department managers. 

The salesman who numbers one or more of 
Macy’s 168 departments among his customers 
knows that the store sets aside regular appointment 
days for seeing new merchandise in the store’s buy- 
ing offices, that when he goes to the offices he 
registers his presence, the name of the buyer he 
wants to see, and that presently a “he'll see you 
now” notice goes up and he goes into a bare, tidy 
sample-room, unstraps his case, and goes to work. 

“The responsibilities of the department man- 
agers,” say Macy’s instructions, “as the represen- 
tatives of this company, are two-fold: 

“First: The definite responsibility of purchas- 
ing the right merchandise at the right price at all 
times. 

“Second: To earn the respect of, and build up 
good will with vendors by maintaining our inter- 
pretation of Business Ethics and Business Courtesy. 


“Business Ethics is a code of fair dealing ap- 
plied to trade. It recognizes that shrewdness and 
sharp trading is not the measure of ability and 
must not be confused with good judgment. 


“Good Business Ethics 

should prevent you from submitting a sample 
given you by one manufacturer to another so that 
the second one might copy it. 


os 
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In Macy's buying offices on the 5th floor, buyers interview salesmen and inspect new "lines" over 133,000 times a year 


should prevent your passing confidential in- 
formation from one manufacturer to another. 

should prevent you from quoting the price of 
one competitive manufacturer to another, or from 
misquoting it for bargaining purposes. 

—should prevent your ever asking a manufac- 
turer to show you a competitor’s order. You will 
not place much confidence in a manufacturer 
whose ethics permit him to show a competitor’s 
order to you. 

should prevent a manufacturer or his repre- 
sentative from offering you gifts, favors or enter- 
tainment of any kind, and should make you realize 
the impropriety of accepting such offerings. 

forbid cancellation of orders or the return of 
merchandise for any other reason than failure on 
the part of the vendor to live up to the terms and 
conditions of his contract. 

forbid obtaining quotations on a large quan- 
tity of merchandise in order to get a favorable 
price and then attempting to place an order for a 
small quantity at the large quantity price. 


*‘Business Courtesy 

demands unprejudiced consideration of mer- 
chandise without any regard for your personal feel- 
ings toward the vendor who offers it. 

will scrupulously avoid any attitude of con- 
descension on the part of department managers 
towards manufacturers. You are not doing him a 
favor when you look at his line; it is part of your 
job to do so. 

requires that you respect the time of vendors’ 
representatives by keeping appointments promptly. 
and never fail to look at the line when you have 
agreed to do so. 

requires you to respect long standing business 
relations of Macy’s with vendors without any re- 
gard to your personal preferences, either for a 
manufacturer or his representative. A record of 
fair dealing and mutual interest between a vendo: 
and this company should always cause you to give 
preference to vendors who have maintained such 
a record. 

demands that the vendor or salesman whom 
you meet for the first time should be given fair. 
courteous consideration and sufficient time to dem- 
onstrate the value of his offerings.” 

The essentials of the foregoing paragraphs are 

contained in the “Golden Rule.” 
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Eau de cologne of high quality is stored to mature for a long 


MODERN 
EAU de COLOGNE 


How it is made . . . Characteristics .. . 
Popular fancy colognes and methods of 


obtaining interesting notes 
by HUGO JANISTYN 


No odor has ever been developed which has at- 
tained the popularity enjoyed by eau de cologne. 
The fresh, pure note which a good cologne pro- 
duces, and its neutral scent character, which har- 
monizes with the majority of all other scents, have 
an almost limitless appeal. The original secret of 
the manufacture of cologne was revealed a long time 
ago, but copying well-known, trade-marked goods is 
still very difficult. 

The earlier manufacturing process of distillation 
of drugs and essential oils with alcohol has now 
been in disuse for many decades. At the present 
time the manufacture of cologne is carried out only 
by mixing essential oils with finest alcohol. 


PRINCIPAL CONSTITUENTS 

The principal constituents of every cologne are 
the Messina oils (bergamot oil, lemon oil, lime oil, 
cedrat oil, portugal oil). Up until about two dee- 
ades ago Italy was the chief supplier of citrus oils, 
but today the necessary oils are supplied by many 


other countries in the best quality. Among these 
are the United States, Spain, Morocco, Algeria, 
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period of time before it is bottled for the market—Photo Coty 


Syria, Palestine, Guinea and Jamaica, West Indies. 

The particular alcohol used is very important 
for the excellence of the cologne. The very finest 
quality is without doubt a good rectified “spirit of 
wine,” which by virtue of its content in oenanthic 
ester has a particularly mellow note. Since spirit 
of wine is very seldom available, even the well- 
known cologne trade-mark firms use a highly puri- 
fied industrial aleohol which by activated carbon 
has been almost completely freed from all fusel oils 
or inferior spirits. 


AGEING IN TWO PHASES 

\ further important factor is sufficient ageing 
of the cologne. During storage it matures. This 
maturing is divided into two phases: the first com- 
prises chemical rearrangements within the individ- 
ual essential oils as yet little understood; the second 
takes place through the mild influence of the oxygen 
of the air, through various processes of oxidation. 
By far the best goods are made by storage in 
wooden casks. The quality obtained stands out very 
prominently after such storage of three to six 
months and is certainly better than in the case of a 
storage in air-tight vessels or containers. 


PREDOMINATING NOTES 

The essential oils impart a definite character to 
the cologne. According to the particular scent pre- 
dominating, we speak of a bergamot note, a lemoi 
note, a lavender note (or aromatic note), neroli 
note, flowery note, etc. 

The bergamot note is slightly musty, the lemon 
note is fair, while that of the aromatic or spicy 
note is mostly tart. The neroli note is satisfactory 
only when the best genuine neroli oil has been used. 
The flowery note is emphasized and enhanced by 
small quantities of rose oil, ylang-ylang oil, jasmin, 
dihydroxycitronellal, ete. 

In modern colognes use is made of tangerine oil, 
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petit-grain oil, coriander oil, clary sage oil in large 
proportions; and hyssop oil, snakeroot oil, orange 
flower water, French verveine oil, thyme oil, melissa 
oil and angelica oil in smaller proportions. 


VOLATILITY DESIRED 

Eau de cologne is not a perfume, but a toilet 
water. As such it is supposed only to freshen and 
enliven. Volatility is desired in the odor. In south- 
ern countries colognes with a more intense by-note 
are popular and this taste tendency is today the 
generally decisive one. The familiar cologne, which 
in many countries is as popular now as it always 
has been, has frequently had to give way to the 
fancy colognes. 

These popular toilet waters are obtained by add- 
ing a perfume composition to a suitable cologne. 
The relation between cologne and essence and _per- 
fume base varies considerably. In a good article 
the relation or ratio should be at least 1:1, but in 
most instances more of the perfume base is used 

The odor note of the cologne must harmonize 
with the fancy scent. Thus, a cologne with rose- 
mary oil is well adapted for an eau de cologne 
ambree, but it will not be suitable for the violet or 
jasmin or lilac type. The fundamental cologne note 
must harmonize with the perfume. 


GREAT PERMANENCE DEMANDED 

Great permanence is demanded of modern fancy 
colognes. Hence they must be adequately fixed. For 
this purpose resinoids of benzoin, tolu, tonka, lab- 
danum, clary sage, vetivert, sandalwood, styrax, 
geranium, verveine, oak moss, as well as _benzyl- 
isoeugenol, hydroxycitronellal, nerol, —farnesol. 
methylnaphthyl ketone, aldehydes C8-C11, methyl- 
nonylacetaldehyde, condensation products from 
hydroxycitronellal and methyl anthranilate, musk 
ketone, musk ambrette and others can be used. 
EAU DE COLOGNE RUSSE 

So-called eau de cologne Russe is particularly 
popular. These very modern scents possess fresh- 
ness, a mellow background, reminiscent of Russian 
leather and a very lingering after-odor which re- 
calls Opoponax-Ambre or Ambre-Chypre. An espe- 
cially good fixative here is a civet or its synthetic 
homologue. 

The following is the synthesis or structure of a 
modern eau de cologne Russe: 

Bergamot oil 

Lemon oil (very small percentage) 

Neroli oil, genuine 

A chypre compound with rose note 

An ambre compound with vanilla note 

A fougere compound 

A Russian leather compound 

Musk ambrette 

Synthetic musk or civet (or civet tincture) 

Castoreum tincture (a small percentage) 

Ylang-ylang oil 

Jasmin 

Vetivenyl acetate (goodly percentage) 

An opoponax compound 


POPULAR FANCY COLOGNES 

Other popular fancy colognes are: Gardenia 
(phenylethyl anthranilate, linalyl anthranilate; 
Lilac (lilacs, muguet. methylnonylacetaldehyde, 
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jasmin, methyl ionone, ylang-ylang) ; Chypre (oak 
moss, vetiverol, jasmin, olibanum); Magnolia 
(neroli, orange blossom oil, methyl ionone, jasmin 
opoponax); Fougere (lavender oil, hyssop oil, oak 
moss, coumarin, rose oil, jasmin); Ambre (clary 
sage, labdanum, vanillin, ethyl vanillin, styrax, 
musk, opoponax, fleurs de tabac) ; Orange blossom, 
(methylnaphthyl ketone, neroli oil, hydroxycitro- 
nellal); Peche (undecalactone, jasmin, rose). 

Very interesting notes are obtained in fancy 
colognes if use is made of boronia, tagets and 
genuine rhodium oil. 

The production of the usual colognes leaves prac- 
tically no leeway for the fancy of the perfumer, 
while the possibilities of application of the essential 
oils are narrowly limited. In contrast the fancy 
colognes afford numerous possibilities through the 
creation of ever new and interesting variants. 


Beeswax Creams 


Some manufacturers have had trouble in using 
beeswax in the formulation of cosmetic creams. The 
creams produced were not always smooth, glossy 
products with a nice texture, as they should be when 
properly formulated and manufactured. 

The fault might be traced back to the formula, 
or perhaps directly to the beeswax, as we have done 
at our laboratory during an investigation of bees- 
wax, we used a standard formula in which every- 
thing was used in the same proportion, but the 
brand of beeswax used was different in each cream. 
Six samples were set up. Of the six, only two pro- 
duced a good quality cream with the character so 
much desired by the consumer. 

Why the difference? The same amount of mate- 
rials were used in each formula! Well, we don’t 
know for sure just why this difference should exist. 
but anyone acquainted with beeswax knows that 
there is a difference in the crudes from which the 
refined wax is made. 

For instance, manufacturers prefer foreign wax 
to American material, because.of greater constancy 
in composition. Then, too, there is a difference 
among the foreign crudes, not to mention the proc- 
essing variable always present. 

NEW PATENT FOR PROCESSING BEESWAX 

At this writing, a patent, U. S. 2,113,433, has 
heen issued to an organization who are allowing 
one producer of beeswax in this country to use the 
process. It is said that the resulting wax gives 
creams as good as those made from foreign wax. 

One of the reasons there is a variation between 
American and foreign crudes is that the foreign 
material is wild while the American wax is culti- 
vated. The acid number of the foreign product is 
practically uniform whereas it varies in the Ameri- 
can product, it is said. 

So, if you’ve had.a little tough luck with a bees- 
wax cream, try again, at the same time checking 
several sources of supply. One or more brands may 
work best in your particular formula. Beeswax 
creams are very useful and not to mention— 
popular.—Maison G. de Navarre. 
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WORLD'S FATR 
PERFUMERY EXHIBIT 


THe Perfumery Exhibit in the French Pavilion at 
the World’s Fair has been built around a most suit- 
ed romantic theme, beautifully materialized in the 
French 18th Century rococo manner by the talented 
sculptor Léon Leyritz, using a new translucid plastic 
called “Cristaplem” which allows effective lighting. 

Its central piece is a large bas-relief panel de- 
picting four scenes from Ovid’s Metamorphosis: 
the transformation into flowers of four famous 
characters of the Greek mythology: Adonis, Nar- 
cissus, Ajax and Crocus. It is left to the imagina- 
tion of the visitor to visualize the next transforma- 
tion of the flowers into the perfumes displayed by 
the leading French masters of the industry. In front 


of the panel is a large statue of the goddes Flora. 


On each side of this central theme is a rotunda 
with wide garlands of sculptured flowers running 
on the walls, with a white quilted satin show-case 
in each flower where the latest and most representa- 
tive creations of the exhibitors are displayed with 
characteristic French individuality. 

In addition, there are five or six large central 
stands, in the shape of huge bouquets. also contain- 
ing round and square show-cases. 

The exhibitors in the show cases are: Bourjois. 
Caron, Chanel, Ciro, Corday, Coty, Grenoville, 
Guerlain, Lanvin, Lentheric, d'Orsay, Jean Patou. 
Pinaud, Richard Hudnut, Rigaud, Roger & Gallet. 

The efforts made by the French perfumers io 
achieve such a singularly creditable exhibit are 
commended in the May, 1939, special New York 
Exhibition Edition of the French publication, La 
Parjumerie Moderne. \t also contains articles. 
mostly in English, on the progress of the French 


perfumery and cosmetic industry. 
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The spick and span mixing room at Miles Labs. is pleasant 
and also a definite contribution to an improved product 


NEW BOTTLE CLEANERS 

Two new bottle cleaners will presently be an- 
nounced. They are strikingly different in principle 
of operation. However, they have two marked ad- 
vantages in common: both invert the bottle during 
the air blast, which comparative tests have demon- 
strated is better than air blasting while the con- 
tainers are in an upright position; likewise, both 
handle the bottles singly, which makes for less noise 
and less cullet than the type of cleaner that handles 
the ware in gangs. 

Briefly, the one has a paddle wheel, fitted with 
twelve vanes, that sweeps the bottles through a com- 
plete revolution in the vertical plane and applies 
one or more blasts of air as each is in an inverted 
position. The handling is by means of three par- 
allel chain conveyors. The first carries the con- 
tainers to the paddle wheel and by means of a 
deflector on to the second directly under the wheel 
so there is no sliding and a positive forward move- 
ment is imparted. The third conveyor carries the 
containers to the filler, being deflected on to it from 
the second after having been cleaned. To make a 
change of size or shape of container, the paddle 
wheel as a whole is removed and replaced with one 
of proper shape and contour to handle the second 
type of container. The hub of the wheel is not 
fixed but is a clutch, mounted so that the openings 
at infeed and discharge present no accident hazard. 

The second type of cleaner is an adaptation of a 
standard rotary cleaner. Each container is held 
rigidly at top and bottom and whipped into in- 
verted position. The air pressure forces the air 
nozzle up into the neck and it drops back out as 
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the air valve closes. Then the holder and container 
swings back into upright position before the cycle 
is completed and the bottle discharged. 

Speeds up to 120 containers per minute are 
claimed for each. Both are quiet in operation. The 
former, in fact, is quieter when loaded than when 
operating empty when there is the noise of the air 
jet. Each is fitted with twelve nozzles; hence a 
speed of 120 containers per minute is attained at 
a speed of only 10 r.p.m.—the former in a vertical, 
the latter in a horizontal plane. 


CLEANLINESS AND ORDERLINESS 


On inspection trips from time to time to various 
plants one observation has been the care exercised 
in keeping the work rooms clean and orderly 
or the lack of it. To cite extremes, one plant was 
putting in tile wainscoting in a fully fifty-year-old 
building and the floor and equipment were “clean 
enough to eat off of.” A second only four years 
old looked as if it had never been scrubbed since 
occupancy and the belt conveyors, equipment, etc., 
were filthy. Cartons, labels, containers and mate- 
rial both raw and finished were wantonly wasted. 

At coordination meetings of our supervisory 
group we have repeatedly offered to slip into over- 
alls and hip boots to visit anyone’s department if 
he could get better quality or larger quantity pro- 
duction and cut waste by operating in untidy, un- 
clean quarters. It simply can’t be done! 

The adverse effect on the morale cannot be mea- 
sured in dollars even if the other factors can 
Cleanliness may not be next to godliness, but it 
does pay dividends both tangible and intangible. 
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COSMETIC BRANDS 


Few changes in popularity shown in 
latest survey ... Industry dependent on 


young women for bulk of its sales 


THE toilet goods business is almost completely de- 
pendent upon young women for the bulk of its 
sales. The market of “30 Minus” women is a plus 
market for toilet goods. The market of “30 Plus” 
women is a minus market for toilet goods. 

Three out of four women use perfume. The best 
prospects for eyelash conditioners are girls under 
17. The bulk of sales of hand cream, vanishing 
cream and foundation cream, however, are made to 
women in the age group of 52-54. 

The foregoing are a few of the interesting points 
to be obtained from the Ninth Survey of Beauty 
issued by Modern Magazines. The survey was made 
by means of questionnaires sent to the readers of 
its publications and includes brand preferences on 
numerous cosmetic items. Outlet and price prefer- 
ences are given in accompanying charts. 


DRUG STORES AND 5-AND 10 FAVORITES 

Drug stores and five-and-ten-cent store ran neck 
and neck in most items as the favorite place of pur- 
chase, each accounting for about one-third of the 
total, with department stores getting about one-fifth 
and the remainder split among other types of out- 
lets. These figures varied considerably, as might 
be expected, with relation to the normal unit price 
of the item purchased. 


LEADERS CHANGE LITTLE 

Few important changes in relative ranks of 
brands were noted in comparison with the 1938 
study. 

In the face powder classification, Lady Esther 
maintained the outstanding position it has held 
since 1934, although its percentage of total sales 
dropped from 20.9 in 1938 to 16.5 in 1939. It was 
pushed hard by Woodbury, with 16.4 per cent, and 
Coty held third position with 11.4 per cent. 

Tangee held its first place in the lipstick classi- 
fication, followed by Max Factor and Coty, while 
Pond’s continued predominant among users of 
powder bases. Tangee maintained its lead in the 
rouge division. 

Maybelline is evidently out by itself in the eye- 
brow pencil race, and also among users of eye 
shadow and mascara, while Noxzema held its lead 


among acne remedies, although closely followed by 
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MAINTAIN POSITION 


Calamine, which was relatively unimportant a year 
tissues Kleenex bettered its 
outstanding position, gathering more than 70 per 


ago. Among cleansing 
cent of the sales, with Pond’s, next in line, account- 
ing for 14 per cent. 


CUTEX BIG LEADER 


Noxzema held a comfortable lead over Unguen- 
tine among sunburn preventives, but the position 
was reversed among sunburn remedies. Pond’s was 
outstanding in the vanishing cream group, and sec- 
ond to Pacquin among hand creams. Jergens was 
the favorite hand lotion, with Hinds next. 

Cutex continues to take care of the nail needs of 
an outstanding number of consumers, the reports on 
cuticle softeners, nail polishes, removers and 
whiteners show. Fitch has increased its brilliantine 
lead somewhat over Wildroot, although both have 
gained on the field. 

Nestle is the leading hair rinse, with Lovalon 
second, and Lucky Tiger and Fitch are close to- 
gether among hair tonics, with Vaseline in third 
place. Among shampoos Drene has a three-to-one 
lead over Fitch, its nearest rival. While Mum gets 
SL per cent of the deodorant business compared to 
about 11 per cent each for Odorono and Arrid; 





_ PURCHASING PEAKS BY YEARS 


20-24 25-29 0-34 35-39 40.44 


NAIL POLISH REMOVER 
NBURN REMEDY 
TOOTH PASTE 
OTH POWDER 
Ome 
EYEBROW PEN 
EYE SHADOW 
OTH BRUSH 
EANSING TISSUE 
PSTICK 
MASCARA (CAKE 
MASCARA (CREAM 
MASCARA (CAKE & CREAM 
SUNBURN PREVENTIVE 
ACNE REMEDY 
ROUGE (CAKE 
PERFUME 
POWDER BASE 
WAVESET LOTION 
BLACKHEAD REMEDY 
BLEACH & FRECKLE CREAM 
DEODORANT 
EYELASH CURLER 


CLEANSING, ALL PURPOSE 
NAIL WHITENER 
POWDER PUFFS 


SHAMPOO 

TICLE SOFTENER 
FACE POWDER 
HAIR RINSE 
HAND LOTION 
SANITARY NAPKINS 
BRILLIANTINE 
WAVESET POWDER 
SOAP FOR FACE & HANDS 
DEPILATORY 
MOUTH WASH 
TALCUM POWDER 
SOAP FOR BATH 
EYE WASH 
ASTRINGENTS. 
CREAM ROUGE 
NOURISHING CREAM 
BATH SALTS 
HAIR TONIC 
TOWET WATER 
HAND CREAM 
VANISHING OR FOUNDATION CREAM 





Peak sales in cosmetics are made to women under 30 as 
shown; except creams which sell best in over 45 groups 
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Miscel- 
CLASSIFICATIONS Dept. bog SB NG Mince 
FACE MAKE UP ei ell te ‘ ; 
Face Powder 21.0% 9% 38% 33% 100% Zip is still outstanding in favor among depilatories, 
Lipstick 200 74 397 27 100.0 e : 
Powder Base 20.4 353 38.1 62 100.0 although Neet has gained considerably. 
Powder Pufts 75 42 77. 12 100.0 " e ai a S 
Rouge (coke) 187 347 432 34 100.0 Among mouth washes Listerine is credited with 
Rouge (cream) i: J B3 77 100.0 


EYE MAKE UP 
Eyebrow Pencil 
Eyelash Conditioner 
Eyelash Curler 

Eye Shadow 

Eye Wash 

Mescora (cake and cream) 
Mascara (cake) 
Mascore (cream) 


SKIN CARE 
Acne Remedy 
Astringents 

Blockheod Remedy 
Bleach or Freckle Cream 


Cleansing, All-Purpose or Cold Cream 


Cleansing Tissue 

Nourishing (tissue) Cream 
Sunburn Preventive 

Sunburn Remedy 

Vanishing or Foundation Cream 


HAND CARE 
Cuticle Softener 
Hand Cream 

Hand Lotion 

Noil Polish 

Nail Polish Remover 
Nail Whitener 


HAIR CARE 
Brilliontine 
Combs 

Hoir Rinse 
Hoir Tonic 
Shampoo 
Woveset Lotion 
Woveset Powder 


BEAUTY HYGIENE 
Bath Salts, Powders, Softeners 
Deodorant 

Depilatory 

Mouth Wash 

Sanitary Nopkins 

Soap (for bath) 

Soap (for foce & hands) 
Talcum Powder (dusting) 
Tooth Brush 
Tooth Paste 
Tooth Powder 


PERFUME 
Pertume 
Toilet Woter 


CLASSIFICATIONS 


FACE MAKE UP 
Foce Powder “ 
a 

Powder Base 
Powder Pufts 

Rouge (cake) 

Rouge (cream) 


EYE MAKE UP 
Eyebrow Pencil 
Eyelash Conditioner 
Eyelash Curler . 

Eye Shadow . 

Eye Wash 

Mascore (cake and cream) 
Mascore (coke) ... 
Mascora (cream)...... 


SKIN CARE 
Acne Remedy 
Astringents — 
Blackhead Remedy 
Bleach or Freckle Cream 


Cleansing, All-Purpose or Cold Crea: 


Cleansing Tissve 

Nourishing (tissve) Cream 
Sunburn Preventive . 

Sunburn Remedy 

Vanishing or Foundation Cream 


HAND CARE 
Cuticle Softener 
Hond Cream .... 
Nail Polish se 
Nail Polish Remover 
Noil Whitener ... 


HAIR CARE 
Brilliantine 
Combs 

Hair Rinse 
Hair Tonic 
Shompoo . 
Woveset Lotion 
Woveset Powder 


BEAUTY HYGIENE 
Both Salts, Powders, Softeners 
Deodorant 

Depilatory 

Mouth Wash 

Sanitary Napkins 

Soap (for bath) 

Soop (for foce & hands) 
Talcum Powder (dusting) 
Tooth Brush 

Tooth Paste 

Tooth Powder . 


PERFUME 
Pertume 
Toilet Woter 





Convincing proof of the growing popularity of the 10¢ item is given above 


18.8 
25.5 
14.1 
197 
18.5 
13.0 
26.5 
158 
N2 


9.1 
121 
ng 
10.9 


173 
33.0 
04 
16.1 
15.2 


32.5 
173 


613 
49 
143 


PRICES OF FAVORITE SIZES 


106 
end Under 11-25¢ 26-50¢ 


25.1% 


360 


78.0 
887 


-108 
242 


213 
D8 
50.0 

1946 


- 100.0 
- 100.0 


WS 
193 


2A 


16.2% 
92 

203 
74 
89 
86 


35 
127 
4) 
63 
75 
38 
48 
22 


28.0 
128 
188 
20 
25.2 
5246 
15.2 
79 
29 
25.4 


167 
324 
376 
1046 
1546 
10.5 


19.0 
Wa 
109 


753 


13.5% 
3 
Bo 
23 
29 
7A 


66% 
120 
38 
137 
37 
5.0 
61 
32 


BLY 


Ws 


74 


18.1 


70.9 
472 


1-75< 


68% 
98 
46 
07 


12.1 


94 


10 
12 
87 
646 


5 


7 
846 
47 


27 


32 
24 
15 


76-$1.00 


27% 
22.1 


140 
2046 
157 
212 
129 


48 
Mw 
03 


273 
wd 


100.0 


100.0 


100.0 
100.0 
100.0 
100.0 
100.0 
100.0 


100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 


100.0 


Over 
$1.00 


87% 
34 
67 
02 
13 
44 


03 
12 
12 
04 
05 
04 
10 
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100.0% 
100.0 
100.0 
100.0 
100.0 
100.0 






100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
100.0 
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65 per cent of the business, Pepsodent 13 and 
Lavoris 5. Lifebuoy, Lux, Ivory, Palmolive, Camay, 
Woodbury, Sweetheart, Cashmere Bouquet and 
Fairy rate in that order in the bath soap grouping, 
but in the hand and face soap grouping the order 
is as follows: Lux, Palmolive, Camay, Ivory, Life- 
buoy, Woodbury, Sweetheart, Cashmere Bouquet. 

The most popular talcum powder is Cashmere 
Bouquet, followed by Mavis and April Showers, 
and the most popular tooth brush is Dr. West, fol- 
lowed by Fuller and Pro-phy-lac-tic. 

Colgate leads over two-to-one in tooth paste 
preference, with Ipana second and Pepsodent third, 
while in the tooth powder bracket Dr. Lyon’s gets 
almost half the business, followed by Pepsodent. 

Evening in Paris (Bourjois) continues as the fa- 
vored perfume, with Coty and Faoen following; in 
the toilet water group Lenthéric leads, followed by 
Evening in Paris and Coty. 


A Success Story 


I\ 1880 a discouraged country school master 
went on a visit to the home of his sister in a little 
town in North Carolina. He had $600 in cash and 
a desire to go into business and rather rashly 
everyone thought, he exchanged $450 of his capital 
for the village drug business, spending, in addition, 
$10 a month rent and $10 a board. He 
worked hard, and at night studied the Dispensatory 
and Remington’s Pharmacy. Ten years later, hav- 


month 


ing by his diligence acquired $5,000 and by his 
sales ability, a wife, he moved to the larger city 
of Greensboro, where he bought a drug store. 

By 1900 he had become a wholesaler and five 
years later he sold that business to begin market- 
ing and selling the products he had first com- 
pounded in the back of the little store in Salem. 
lt was tough going. He was 52 years old and his 
capital was low. He was joined by his eldest son 
and together they rode horseback over the Southern 
hills, calling on druggists and general stores, leav- 
ing samples and putting up signs. 

He had faith in his product. It had to be good 
to live. Further, it was a product for which there 
was a real latent demand on the part of the public. 
There was only one thing needed to make the little 
business a big one and that was the means of 
letting the consumer know what the product was 
To the credit of 
this man he quickly recognized this third essential 
element 


and where it could be obtained. 


He and his son studied ad- 
vertising. Further, they had the courage to invest 


advertising. 


money in advertising so that today that product is 
sold throughout the U.S. and in 78 foreign countries. 

That is the story of a successful business. The 
foundations were laid in the integrity of the maker 
and in the need for the product. The expansion of 
the business was due to advertising. The man was 
Lunsford Richardson; the product Vick’s VapoRub. 

A. T. Preyer, Vice-President, Vick Chemical Co. 
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Revived Whaling 
Industry Threatened 


Huge excise tax may wipe out Ameri- 
can whaling industry . . . No satisfac- 


tory substitute for whale oil in soap 


THE newly revived American whaling industry is 
threatened with immediate extinction and will be 
obliged to cease operations at once unless the Re- 
vised Act of 1938 is amended by the present ses- 
sion of Congress so as to permit chartering of 
foreign killer ships by American whaling vessels. 
Joint Resolutions 344 and 347 have been intro- 
duced in the House and have been referred to the 
Ways and Means Committee. These resolutions ex- 
tend to 1944, the date to which the American fish- 
ing companies may utilize foreign killer ships with- 
out being obliged to pay the excessive excise tax 
which would put them out of business. 

George de Forest Lord, representing American 


whalers and John B. Gordon, Secretary, Bureau of 


- 





Raw Materials, American Vegetable Oils and Fats 
Industry, pointed out these facts to a group of 
marine experts and writers July 14. The speakers 
pointed out that the industry, in addition to its 
economic significance, was closely bound up with 
the United States stake in the Antarctic and urged 
support for the resolutions. 

If the proposed resolutions are not passed, the 
American whaling industry goes out of existence 
as a result of the prohibitive excise taxes levied on 
whale oils and fats. When whales have been killed 
by foreign killer ships, even though part of an 
American fishing expedition and operating under 
the captain of the American refining ship, the prod- 
uct brought into this country must pay the tax. 


WHALE OIL NOT COMPETING WITH FARM 

“Lobbies representing interests which produce 
inedible tallow from city garbage pails, in order to 
ingratiate themselves with the farmers, put forth 
the specious arguments that whale oil competes 
with farm products, when actually it does not,” the 
speakers asserted. “Whale oil competes with no 
American product of the farm.” 

John B. Gordon said in part: 

“Shutting out the whale oil produced by the two 
\merican companies now whaling in the Antarctic, 





The Ulysses is a floating factory which renders the whales 


captured by the foreign whale killer ships into fats and oils 





Ryn wna © 7 
cera ee aati Tie Bion aahhne Salon 





















































by prohibitive excise taxes, will not benefit in any 
material way the domestic agriculturists or domes- 
tic producers of fats and oils. It would have no 
more effect on the domestic oils and fat markets 
than would the removal of a teacupful of water 
from the Atlantic Ocean. It is a few thousand tons 
of whale oil against 91% billion pounds of fats and 
oils needed per annum in the United States. 


WHALE OIL CONSUMPTION MAINLY IN SOAP 

“From an economic standpoint it is necessary to 
have whale oil in the United States. Whale oil, 
when used in its principal field of consumption, 
soap, is a tallow supplement. Domestic supplies of 
tallow are so inadequate that it is necessary to 
utilize a number of tallow substitutes. Whale oil 
has important soap usage. Number | grade of 
whale oil produces an extremely white soap, much 
whiter than any tallow will produce. Imported 
whale oil in its use as a tallow substitute would in- 
crease the price of soap to the American people, 
if they would pay it. 

“The whale oil consumption in the United States 
in 1938 may be broken down as follows: 

“Total 70,664,000 Ibs. of which 66.080.000 went 
into soap, 28,000 into paint and varnish; 5000 into 
printing ink; and the rest miscellaneous.” 


When and How to Label Soaps 
Under the FDC Law 
ALruot GH soap is specifically exempted under 


Sec. 201i of the Federal Food, Drug and Cosmetic 
Act if therapeutic claims for it are made, it is likely 
to be deemed a drug under Sec. 201g (3) and be 
subject to regulation. Claims made for a product 
determine its status as a drug or cosmetic in such 
cases. 

To be considered a drug, the soap must fulfill one 
or more of the following provisions: 

1. It must be recognized in the U. S. P., Homeo- 
pathic Pharmacopeia or National Formulary. 

2. It must be intended to be used in the diagno- 
sis, cure, mitigation, treatment or prevention of 
disease in man or animals. 

3. It must be intended to affect the structure or 
any function of the body. 

1. It must be intended for use as a component of 
any article specified in the three preceding classi- 
fications. The word “intended” in the law is sig- 
nificant. 

Therefore, if a soap falls into one or more of 
the foregoing classifications it must comply with the 
drug labeling provisions of the law as follows: 

1. If the soap purports to be a soap recognized 
in the U.S. P., H. P. or N. F.: (1) Any difference 
in strength, quality or purity must be given on the 
label; and (2) it must be labeled and packed as 
prescribed. Specifically the U.S. P. gives specifica- 
tions for Sapo Mollis (green hospital or soft soap) 
and Sapo Durus (hard soap) but contains no label- 
ing requirement. There is the packaging require- 
ment that Sapo Durus be preserved in well-closed 
containers. Under the regulations it is provided 
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that the name by which any soap is designated must 
be clearly distinguishing and differentiating from 
any name recognized in an official compendium 
unless the soap complies in identity with the iden- 
tity prescribed in the official compendium under the 
recognized name. 

A statement that a soap defined in the U. 5S. P., 
H. P. or N. F. differs in strength, quality or purity 
from the standards in the compendium must indi- 
cate how and the extent of the difference. 

2. If the soap is not designated solely by a name 
recognized in the U. S. P., H. P. or N. F., then the 
label must show the common or usual name of the 
soap; and if it is made from two or more ingredi- 
ents, the common name of each active ingredient 
must be given. If any narcotics are present, they 
must be listed with their quantity and proportion. 
The ingredient must be given under its specific 
name and it must not be an abbreviation. The 
labeling must not be false or misleading in any 
particular. If the name suggests one or more in- 
gredients in a soap which contains two or more 
ingredients, the name must designate all of the 
ingredients. 

3. If the soap is in package form, the label must 
give the name and address of the manufacturer o1 
distributor and the net contents in terms of weight, 
measure or numerical count. The statement of 
quantity may be either the minimum or the aver- 
age quantity. 

1. The label must 


give adequate directions for 
use and any warnings against use in pathological 
conditions or by children where its use may be 
dangerous. The directions for use must be given 
for all conditions for which the soap is suggested 
in its labeling or in its advertising. It is not neces- 
sary to give directions for ordinary use. If the soap 
is sold solely for use in the manufacture of a drug, 
directions for use are not required provided it 
states that the soap is for manufacturing use only. 

5. If the soap contains any quantity of the 
habit-forming drugs listed in the law, the name, 
quantity and percentage of the drug or derivative 
must be given with a caution that it may be habit 
forming. 


Otherwise the labeling must be conspicuous. 


The Stuffed Shirt 


The stuffed shirt is on the way out. The busi- 
ness man who gets by on an impressive front, who 
conceals his inadequacies by saying “No” to all 
salesmen is being replaced by the one who asks 
questions of salesmen—and the salesmen had bette: 
have the answers if they expect to sell him. 

The manufacturer must be sure these days when 
his salesmen get around to the offices of customers 
and prospects that they are equipped with more 
than samples and a price. They must know even 
more than the merits and demerits of what they 
are selling. They must know how to prove why 
their merchandise is worth the price to the man 
they are trying to sell, because the stuffed shirt is 
passing out and a man with real intelligence has 
probably taken his place.—Geyer’s Stationer. 
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PINEAPPLE AND 
BANANA FLAVORS 


Possible sources of the flavors . . . Diffi- 
culty in extracting natural pineapple 


flavor as fruit is sensitive to heat 


by H. STANLEY REDGROVE 


Ir may be questioned whether we in England have 
tasted pineapple in its perfection. The fruit comes 
“so far” that it invariably has to be picked beiore 
it is ripe. This may account for the fact that it is 
quite common to hear English folk say that they 
prefer canned pineapple to the fresh. 

The pineapple fruit is that of Ananas sativus 
Schult. f, a member of the Bromeliaceae, native to 
South America and now naturalized in the tropics 
of the Old World. The flavor is very characteristic. 

No work of an analytical nature, however, ap- 
pears to have been done to determine the substances 
responsible for the flavor; or, at any rate, if an 
analysis has been conducted, the results have been 
buried in secrecy. 

Actually, however, the flavor so strongly resem- 
bles that of iso-butyl butyrate, that it would be dif 
ficult to credit the absence of this ester. 

\ suggestion of pineapple is to be found in the 
aromas of several of the butyric and iso-butyric 
esters; n-Butyl butyrate and iso-amyl butyrate may 
be specially mentioned. The flavor of the former, 
however, is a little harsh. 

Another ester worthy of special mention is ethyl 
pelargonate; but this is definitely a modified pine- 
apple flavor in which rose has made an appearance. 





Many efforts have been made toward the produc- 
tion of a perfect imitation of the pineapple flavor, 
and much divergence of opinion exists concerning 
the merits of the various imitation pineapple flavors 
on the market. In endeavoring to arrive at a just 
pinion, it must be borne in mind that, although 
flavor is an olfactory phenomenon, flavor and odor 
are not identical. It is possible that the product 
having the nicest odor may not have the most satis- 


factory flavor in use. 


IMITATION PINEAPPLE FLAVORS 

The materials which have been and are employed 
in building up imitation pineapple flavors are nu- 
merous. In addition to those already mentioned, 
note may be made of the use of amyl and ethyl 
acetates, methyl and ethyl butyrates, ethyl and 
propyl valerates, ethyl methyl-phenyl-glycidate (the 
so-called “strawberry aldehyde” or “aldehyde 
C16"). lemon oil, and orange oil. Vanillin is com- 
monly suggested for use as a flavor-fixator, al- 
though its flavor bears little kinship to that of the 
fruit itself. A mixture of vanillin and alpha-ionone 
has also been proposed for use. 

The writer attempted to question the utility of 
many of these additions. The pineapple flavor does 
not impress me as being at all a complex one. 

So far as the natural flavor is concerned, this 
does not lend itself readily to extraction owing to 
the fact that it is sensitive to heat. Moreover, in 
England at any rate, the fact that fresh pineapples 
are expensive also favors the production of flavor- 
ing essences which are mainly or entirely synthetic 
in character: and, as concerns these essences, it is 
noteworthy that, in recent years, great improve- 
ments have been made. 

On the other hand, the extraction of natural fla- 
voring material from pineapples is by no means 
unknown in Great Britain, and, during a recent in- 
spection of a new factory erected in London by one 
of the leading firms here, the writer witnessed the 
process applied to imported pineapple pulp. 


BANANA FLAVORS 


\ few words may be added concerning the banana 
flavor, as the banana shares with the pineapple the 
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Gauntlets and leggings are worn by harvesters of pineapples as protection against the spiny leaves.—Pan Pacific Press Photo 


distinction of being one of the few tropical fruits 


well known in England. There is, however, not 


much demand for banana flavoring essences in 
England, and some which have been placed on the 
market leave much to be desired. 

Amyl acetate has been identified as a constituent 
of the natural flavor (C. Kleber: 
1912, p. 235); 


made the basis of imitation banana essences. Other 


{merican Per- 
fumer. Vol. 7, and is commonly 
ingredients which have been proposed for incor- 
poration with this include ethyl and amyl butyrates. 
ethyl sebacate, benzyl propionate and acetate, ben- 
zaldehyde, eugenol, chamomile oil, clove oil. man- 
darin oil, petitgrain oil, cinnamon oil, sweet orange 
oil, lemon oil, vanillin, ete. 


Labeling Questions 


The following questions on labeling flavoring ex- 
tracts were submitted to Dr. J. W. Sales of the 
Food and Drug Administration, who answered them 


at the F. E. M. A. convention: 

(. When using ethyl vanillin in an imitation 
vanilla flavor, is it necessary to label the flavor as 
containing “Ethyl Vanillin” or does the word 
“Vanillin” (Methyl Protocatechuic Aldehyde) in- 
clude the use of ethyl vanillin (Ethyl Protocatechuic 
Aldehyde) ¢ 

\. Vanillin and ethyl vanillin are two different 
chemical compounds and it would be improper not 
to distinguish between them in labeling flavoring 
extracts. I believe the purposes of the Act will be 
accomplished if vanillin is listed as “Vanillin” and 
“Vanillin (ethyl).” 

(). An imitation vanilla extract contains the fol- 
lowing ingredients in order of predominance by 


ethyl vanillin is listed as 


weight: water, sugar, alcohol, prune juice, vanillin, 
caramel color, coumarin. Will the following listing 
of ingredients of this extract be acceptable? “Con- 
tains vanillin and coumarin in alcohol and water 
solution, with sugar, prune juice and caramel 
color.” 

A. While in general, the ingredients of food mix- 
tures should preferably be listed in the descending 


order of their predominance by weight, we recog- 
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nize that the flavoring ingredients in flavoring ex- 
tracts are of more interest to the purchaser than 
It will be 


preferable, therefore, to list the ingredients in the 


ihe ingredients of the solvent or vehicle. 


order of their importance, naming the flavoring 
ingredients first, beginning with the particular 
flavoring ingredient that contributes the most flavor. 
In the example given, the following statement of 
ingredients would be acceptable: 

“Vanillin, coumarin, prune juice, caramel color, 
water, sugar, alcohol.” 

(). An imitation maple extract is made by ex- 
tracting the flavors of elm and hickory bark, guaiac 
wood, foenugreek seed and coffee with 25 per cent 
alcohol. Vanillin and caramel color are added. 
Will the following listing of ingredients be accept- 
able? “An extraction of the flavors of harmless 
vegetable materials in alcohol and water solution, 
with vanillin and caramel color.” 

A. Section 403 (i) (2) requires unstandardized 
flavorings fabricated from two or more ingredients 
to be labeled with the common or usual name of 
A statement such as “Vanil- 
lin, extractive of elm and hickory barks, guaiac 


each such ingredient. 


wood, foenugreek seed and coffee, caramel color. 
water, and alcohol” would unquestionably comply 
with this provision of the law. Pending a judicial 
clarification of this provision of the law, it is im- 
probable that any regulatory action will be taken, 
based on a statement listing vanillin, coffee and 
other plant extractives, caramel color, water, and 
alcohol. 

Q. In Extracts, 
should they be called “Imitation” or “Artificial” 
Flavorings and should “Water, Alcohol, Sugar, 
Glycerine, Artificial Color” be listed and “Alde- 
hydes, Ethers, Ketones, etc.” be omitted? 

If you say that /mitation Extract of Pineapple, 


labeling Imitation Flavoring 


as an example, is correct, do we have to add below 
the word “Pineapple,” “Artificially flavored and 
colored?” “We understand the State of North 
Carolina requires this, but it seems superfluous to 
us as “Artificial” and “Imitation” mean the same. 

A. Section 403 (c) reads: “A food shall be 
deemed to be misbranded. . . . If it is an imitation 
of another food, unless its label bears in type of 
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uniform size and prominence, the word ‘imitation, 
and immediately thereafter, the name of the food 
imitated.” Therefore, a flavor that is an imitation, 
as for example, an imitation vanilla flavor, must 
be labeled “Imitation Vanilla Flavor.” The require- 
ments of the law would not be met by naming it an 
artificial vanilla flavor. The ingredients should be 
listed as | have indicated in answer to an earlier 
question, including artificial aldehydes, esters and 
ketones, and artificial color. When this is done, it 
is not regarded as necessary to add the words 
“Artificially flavored and colored.” 


Q. When using a name such as Dr. X, must the 
word “soda” also be used the same as Orange Soda? 

A. Section 403 (i) (1) requires unstandardized 
food mixtures to be labeled with the common or 
usual name of the food, if any there be. Proprietary 
names such as “Dr. X” are usually used only by one 
particular firm and are therefore not common or 
usual names which anyone may use. However, the 
names of many nationally distributed food prod- 
ucts which have been in use for many years are 
extremely well-known and for all practical purposes 
constitute the common name of the article. It is 
doubtful that anything is to be gained by adding 
the word “soda” to the name in the case of a prod- 
uct of this type If the food mixture is standardized, 
then under Section 403 (g) (2) its label should 
bear the name of the food specified in the standard. 


(). We are quite interested in the proper label- 
ing of butterscotch flavor. What is the present 
status of the labeling of butterscotch flavor? 

A. Genuine butterscotch flavor consists of butter 
and caramelized sugar or caramelized dextrose. A 
product consisting of diacetyl or other artificial or 
synthetic chemical flavors simulating the flavoring 
of butterscotch should be labeled as an imitation 
butterscotch flavor and the name followed by an 
appropriate list of ingredients. A food mixture 
containing an imitation butterscotch flavor should 
be labeled to show that it contains artificial flavor. 
When the word “butterscotch” is used it should be 
preceded by the word “imitation.” 


(). In labeling a product with a coined name 
such as Dr. X, is the following definition satisfac- 
tory—contains carbonated water, sugar, tartaric 
and phosphoric acid, flavor, and artificial color? 

A. The list of ingredients given is a proper one 
if it truly represents the composition of the article. 


Q. Under Section 403 (i) it is provided that to 
ihe extent that compliances with the requirements 
of the Clause (2) of this paragraph is impractica- 
ble or results in deception or unfair competition, 
exemptions shall be established by regulations pro- 
mulgated by the Secretary. Is the Administration 
going to take a liberal position in its interpretation 
of the Secretary's power granted under this Sec- 
tion? Is the Department interpreting “unfair com- 
petition” in the light of the unfairness brought 
about on account of formula disclosure? 

A. Whether or not any position that is taken will 
be regarded as liberal will, of course, depend upon 
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whether the individual affected is a manufacturer 
or a consumer. However, each case that is pre- 
sented under the proviso in this Section is being 
considered on its own individual merits. Inciden- 
tally, the question of impracticability has been dealt 
with in Regulation Section 403 I (e)-(1) and (2) 
in the case of insufficient label space and assort- 
ments of different items of food. In considering 
whether or not unfair competition will result, it 
should be borne in mind that all manufacturers in 
a particular food industry will be subject to this 
requirement. Before Section 403 (i) became law, 
it was subjected to extended discussion in the halls 
of Congress and many of the questions now being 
raised regarding it were subjected to unusually 
thorough discussion there. Up to now, no exemp- 
tions under this proviso have been established. 


(). How would you label a pure vanilla to which 
has been added 1 gram or less of vanillin per 
gallon? 

A. If one gram of vanillin is added to one gal- 
lon of vanilla extract, the mixture will owe about 
96 per cent of its flavor to true vanilla and about 
| per cent to vanillin. A name such as “Vanilla ex- 
tract fortified with artificial vanillin” would be 
acceptable for such a mixture. If desired, some 
appropriate statement may be made to show the 
relative proportions of flavor contributed by the 
true vanilla and by the vanillin. 


Q. When it can be assumed that there is no 
doubt in the consumer’s mind at the time of pur- 
chase as to whether the article is fluid or solid—as 
in the case of household flavoring extracts—is 
“2 Ounces” sufficient as quantity of contents? 

A. Regulation Section 403 E (e) (2) deals spe- 
cifically with this inquiry. It states in effect that 
the statement of quantity of contents shall be ex- 
pressed in the terms generally used by consumers 
to express the quantity of such food Statements of 
quantity of contents on flavoring extracts or non- 
alcoholic flavors in emulsion form should there- 
fore be expressed in terms of liquid measure, that 
is, “2 fl. oz.” and not merely “2 oz.” 


Q. If the trade name prominently displayed on 
the front label is the same name as that of the 
manufacturer, is it sufficient that the name and ad- 
dress of the manufacturer occur prominently on the 
side panel or back panel? 

A. Regulation Section 403 (F) states in effect 
that labeling may lack the prominence and con- 
spicuousness required by Section 403 (f) of the 
Act if any of the mandatory labeling does not ap- 
pear on the principal panel of the main label. In 
order to comply unquestionably with the require- 
ments of the law, the name and address of the 
manufacturer should be placed in this position, 
even if the trade name is the same as that of the 
manufacturer. Whether or not regulatory action 
will be initiated under the Act because the name 
and address of the manufacturer appear elsewhere 
than on the main panel of the principal label will 
depend on the degree of prominence and conspicu- 
ousness with which they are displayed elsewhere. 
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METAL ATOMIZER 


CREAM SOAP AND BRUSH 


rE ae il 
4: 


EAU DE COLOGNE STICK 


fered in a 


3-IN-| LIQUID MAKE-UP 


Three-in-One Liquid Make-Up: 

Raydence, a liquid make-up which 
combines toning lotion, powder foun- 
dation and face powder all in one, 
has a new and improved consistency 
to make it more easily applied, long- 
er lasting, and thinner so that the 
face will not feel taut with it on. 
Besides the improvement in consis- 
tency, three new sun tan shades have 
been developed in addition to the 
regular shades. The new square bot- 
tle is pink-beige with a burgundy 
cap. An indelible lipstick is also of- 
case of the same color 


combination. 


Metal Atomizer: To eliminate the 
problem of rubber deterioration in 
Marcel Franck of Paris 


has created an all-metal sprayer. The 


atomizers. 


front face of the metal bulb is pressed 
inward to release the perfume. Three 
styles are offered: one with hand- 
some crystal bottles for the vanity, 
another in a leather case for travel- 
ing. and an all-metal one for the 
purse. In the travel model, the 
atomizer must be swung to the left 
before it will operate—an_ extra 
guarantee against leakage while trav- 
eling. The atomizers are being dis- 
tributed here by Harold Mayer. 


Cream Soap and Brush: After 
nearly two years of development and 
experimentation, the Pro-phy-lac-tic 
Brush Co. tube of cream 
soap recommended _ for 


offers a 
especially 


blemished skins. When used in con- 
junction with the complexion brush, 
the soap is said to cleanse, stimulate 
and lubricate the skin without giv- 
ing a taut after-effect. The 
shaped complexion brush with com- 


egg. 
DD 


position backs comes in pastel colors 
to match the bands on the tube of 


soap. 


Eau de Cologne Stick: = Concen- 
trated eau de cologne in a slender 
foil-wrapped stick is one of the most 
recent importations from London 
made by the Delavelle Co. To ap- 
ply, the stick is lightly rubbed on 
the skin leaving it pleasantly scented 
without any feeling of stickiness. It 
is ideal, of course, for traveling. At 
present, two odors, eau de cologne 
and lavender, are offered in two 
the smaller 
in a frosted tube for the purse. U. 
S. distributor is Harold Mayer. 


sizes both in glass tubes 


Kover-Lips: Small pieces of water 
repellent paper shaped to cover the 
lips have been designed to be worn 
while trying dresses to prevent stain- 
ing on the clothes. Lipstick stains on 
clothing have caused a great deal of 
loss to retail department and _ spe- 
cialty stores and this little invention 
should have particular 
well as to the 

home. 


appeal to 
them—as fastidious 
woman at Kover-Lips are 
packed in a convenient molded plas- 
tic dispenser which can be fastened 
They 


also come in packages for home use. 


on the dressing room wall. 
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COSMETIC TAX RELIEF IN SIGHT 
REGULATIONS on the “arms length transaction” 
amendments to the cosmetic tax will be available, 
it is stated, in time for use by manufacturers in 
making tax returns for July which are due August 
31. If not, it is possible that an extension of time 
for filing July excise tax returns will be granted. 

Unofficially it has been computed that very sub- 
stantial savings in the tax will follow as a result of 
the amendments, particularly the one excluding the 
cost of the container as well as the selling and ad- 
vertising costs from the price on which the tax is 
based. However, all interpretation should properly 
be withheld until the regulations are issued by the 
Bureau of Internal Revenue. One thing is certain: 
the amendments do make possible notable reduc- 
tions in the excise tax. 


AMERICAN WHALE OIL FOR SOAP 


WHALE oil is used in the United States almost 
entirely for the production of very white soap for 
which purpose there is no satisfactory substitute. 
The whale is a mammal. Fish oils are unsatisfac- 
tory for soap largely because of their high fatty 
acid content. Whale oil is also of use as a base for 
insecticides on account of the adhesive qualities it 
imparts to the spray. 

Now the maintenance and development of the 
newly revived American whaling industry, as ex- 
plained in an article in the Soap Department, 
hinges on the passage by Congress of Resolution 
347 aimed to offset a joker inserted in the Revenue 
Act of 1938. 


urging support of this resolution were sent to save 


Letters and telegrams to Congress 
the new industry from strangulation. 


YEARS TO CLEAR UP LABELING 
ON THE whole there has been an earnest effort 
in good faith by the industry to comply with the 
labeling provisions of the Food, Drug and Cos- 
metic Law despite the fact that the effective date of 
all but one provision has been postponed until 
January 1, 1940. 
Much confusion still exists about products which 
technically are likely to be deemed both drugs and 
cosmetics. Most of these borderline cases will be 





EDITORIALS 


cleared up by rulings and court decisions; but this 


is likely to take some years. In the meantime, as 
in the case of statements which might be consid- 
ered false and misleading, the safest course would 
be to discard any statements in the doubtful class. 
In this way the status of the product may be 
made more definite. 

The Food and Drug Administration has co- 
operated in a friendly manner with manufacturers 
in the revision of their labels and will continue to 
do so to the extent permitted by its limited staff. 
It should be remembered, however, that its advice 
is advisory only; for it has no authority to approve 
any form of labeling. 


A SUGGESTION FROM CANADA 
THERE is so much sentiment in the Association of 
Canadian Perfumers and Manufacturers of Toilet 
Articles for a change in name that President N. P. 
Dahl has asked for suggestions. It is felt that an 
apt but shorter name would serve the same purpose 
with notable economies in time and type. The 
idea, it has even been suggested, has so much force 
that it merits emulation elsewhere. 

What's in a name? Well, in the case of our own 
enterprising and very useful Drug, Chemical and 
Allied Trades Section of the New York Board of 
Trade Incorporated there is almost enough to vio- 
late the Sherman anti-trust law. Anyway it is long 
enough to reach from New York to Washington. 

But looking at the matter in a practical way 
the cost of setting this e pluribus unum name in 
full in type costs from two to fourteen times as 
much as for most other associations. To meet the 
emergency the scholarly Scotchman who so ably 
edits one of our contemporaries always abbreviates 
it to “DCAT™ and trusts to the intelligence of his 
readers to decipher the code. He is, it has been 
observed, a very trusting man. 

Furthermore, due to its fast growing membership 
and the consequent necessity for using the name 
often in conversation other factors must be con- 
sidered. Aside from the length of time it takes to 
recite the name in full, it is well nigh impossible 
for the normal man to do it in a single breath: 
and even under the most favorable circumstances 
it is a particularly tedious task for one who stutters. 


33 












QUESTIONS AND ANSWERS 


268. Facial Mask Removal 


Q: I am trying to formulate a facial 
mask that can be removed in its en- 
tirety after being applied to the face. 
A non-injurious inexpensive plastic 
base is yet to be found by me. Can 
you make any suggestions in this 


line? H.M., Maine. 


{: A combination of mucilage and 
bentonite might help you. However, 
we think that best results can be had 
from a latex base. Our information 
on this is rather scanty. You might 
try an alkaline solution of latex and 
add to it some fats or/and waxes to 
Check the patent 
literature to make sure someone hasn’t 
got the idea patented. You might also 
look in the index of Chemical Ab- 
stracts, where you will probably find 
a lot of leads worth investigating. 


suit your need. 


269. Hair Gloss and Pressing Oil 


Q: Please send me a formula for hair 


gloss, pressing oil and paste tar 


A.D.B., Tenn. 


shampoo. 


\: In a previous communication, we 
advised you on tar shampoo. We are 


TECHNICAL 


THe CHEMICAL ForMULARY, 1939 
Edition, H. Bennett, F.A1.C. Chem- 
ical Publishing Co., Inc. 9 x 6 in., 
638 pages. 4th Edition. Price $6.00. 

Hundreds of practical formulas for 
making products in numerous fields 
of industry are contained in this vol- 
ume. The have been 
brought up-to-date and the author 
expresses the hope that from the 


book 


will find new uses for their products. 


formulas 


manufacturers of chemicals 
An introductory chapter gives direc- 
tions for making simple 
book 51 


given to cosmetics; 5 to emulsions; 
1] to soaps, and 10 to flavors. 


prepara- 


tions. In the pages are 


PROFITABLE SHOWMANSHIP, Kenneth 
Goode and Zenn Kaufman. Pren- 
tice-Hall, Inc. 9 x 6 in., 180 pages. 
1939. Price $2.75. 

Showmanship is not only the prin- 
ciple of getting attention; the quality 
of the attention is the important fac- 
tor. Masses of people can be influ- 
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unable to tell you what pressing oil 
is, as we have never heard of it. The 
following will give you a satisfactory 
hair brilliantine: light mineral oil 
65/75 viscosity 99 parts, perfume 
and color to make 100 parts. 


270. Greaseless Base 

Q: If you can advise me where to get 
information on a greaseless base that 
can be used satisfactorily in most 
odors, | would appreciate it. | am in- 
terested in the manufacture of po- 
made perfume. Also, am interested in 
a sachet that can be pressed into 
small bricks and 


M. C., Calif. 


A: A satisfactory greaseless base to 


then wrapped. 


our knowledge, has as yet not been 
made available or developed. You 
will have to run some experiments 
of your own. The second part of your 
question is much too general. It all 
depends on whether you want a prod- 
uct composed of dried flowers, leaves 
or ground woods, or if you want an 
ordinary white mineral base. Let us 
know what you want and we will be 
glad to try to help you. 


271. Brushless Shave 
Q: I desire information regarding 
a brushless shaving cream formula of 
which I enclose three such. Please 
give a brief statement of the charac- 
teristics of each as I want a product 
as close to Barbasol as possible. 1 
consider this the best brushless shav- 
ing cream on the market 


Thank you. M.J.G., Kansas. 

A: It is your privilege to consider 
any cream the best on the market, 
and, as you know, each man has a 


today. 


right to his opinion. We cannot pass 
on either the merits or faults of a 
product, as you know. Regarding the 
formulas you sent for comment: For- 
mula A would seem to be a little soft 
and greasy; Formula B is too oily; 
Formula C looks the best to us but 
might be enhanced by the addition of 
a small amount—say 2 per cent of 
mineral oil. 

NOTE: The American Perfumer 
will gladly comment on formulas sent 
to it, but it is impossible for it to pass 
on samples of products not accompa- 
nied by the formulas. 
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enced only by the dramatic and the 
graphic. therefore 


adopted a new medium. This book 


Business has 


explores that medium and in a prac- 
tical way shows how it may be util- 
ized to sell goods. The chapter head- 
ings are: Dummy Out $ing$ Opera 
Star, What Is Showmanship? Only 
One Hero, Carry Your Theatre With 
You, Shoot for the Heart, Don’t Tell 
Me—Let Me Hitch Your 
Wagon to a Star, Stick to the Script, 
Beauty—and Profit—Forever, Sex Is 
Here to Stay, In this Corner 
flict, Timing Counts, ete. 


Guess, 


Con- 


WETTING AND DETERGENCY. 
presented at London symposium. 
Foreword by W. Clayton, D.Sc., F. 
I. C. Chemical Publishing Co. 9 x 
6 in., 209 pages. 1937. Price $6.00.: 


Paper 


The theoretical advances made and 
the variety of technical fields utiliz- 
ing the newer knowledge are reflected 
in this volume. Some chapter head- 


ings are: Mechanism of Detergent 


Action, Solvent Action of Detergent 
Solutions, Chemistry of Wetting Out 
Agents, Apparatus for Measurement 
of Contract Angles by the Plate 
Method, Wetting and Deflocculation, 
Wetting of Skin, Hides and Leather, 
Factors in Detergency, Solubility of 
Organic Substances in Soaps, etc. 


RANcipIty IN EpIBLe Fats, C. H. 
Lea, B.S., Ph.D. Chemical Publish- 
ing Co. 5% x 9 in, 
1939. Price $4.00. 


229 pages. 


An account of the current state of 
knowledge on the development of 
rancidity in edible fats is given in 
this volume. Emphasis is laid on the 
more scientific aspects, but details of 
methods given are of practical value. 

The occurrence of rancidity, the 
causes of it, the 


lesser action of 


micro organisms, deterioration of 
fats by atmospheric oxidation, mea- 
of susceptibility of fats 
and oils to oxidation, and the stabi- 


lization of fats are subjects treated. 


surement 
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desiderata 


by MAISON G. DE NAVARRE 


Quince Base There are certain ad- 
vantages in using quince seed muci- 
lage, but not everyone knows how to 
make a good quince seed slime. Tem- 
perature, quality of seed, duration 
of extraction, and number of extrac- 
tions, among other things, influence 
the consistency and color of the 
mucilage. All this is now obviated, 
for a supplier is offering the gum 
isolated from the seed, in a dry 
flaked and concentrated form. Use 
so many ounces per batch, and the 
viscosity of your resulting product 
will never vary. You save time and 
are assured of a quality product. 


Body Rubs Next summer will find 
body rubs a much more popular item 
than ever before. The reason for this 
is, the product is “right” for the job. 
It is intended to invigorate the body 

but not cause it to pour out sweat 

refresh the person, especially after 
sports, help overcome feeling of fa- 
tigue, and leave the skin dry and 
slightly perfumed. 


Summer Cleansing Cream Another 
well-known, nationally - advertised 
salon line takes a swing on a summer 
cleansing cream. The idea is right, 
and if it could only take hold, it 
would make the summer sales look 
better. Past experience tells me that 
ladies don’t particularly like the idea 
of using an oily cream during the 
hot weather, which is quite a natural 
reaction. What then? 


Transparent Wrapping Many 
would like to cut down costs of wrap- 
ping with transparent cellulose sheet- 
ing, but there seems to be no way 
out of it unless you install a fairly 
expensive automatic line. One par- 
ticular brand of sheeting is made 
into bags of several hundred sizes, 
one of which sizes is bound to fit 
most any bottle or jar. Simply twist 
the top and apply a special closing 
device and clip off with a scissor. It 
saves a great deal of time and the 
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fact that the bags come in standard 


sizes makes them very inexpensive. 
The sealed package is waterproof. 
The closing device costs less than 
five bucks—and that is plenty cheap. 
Hydrogenated Bases Two new hy- 
drogenated fats have recently become 
available from one large supplier. 
They can serve as bases for creams. 
or as ingredients. The products are 
protected against rancidity. The 
melting points are 104 and 116°F 
respectively. Only a trace of free 
fatty acids is present. The air con- 
tent runs around 20 per cent. The 
iodine value for the one is 65.5 and 
the other 70.7. Neither product soft- 
ens before 98°F, a worthwhile point 
to keep in mind. 


New Amine A new amine for use 
in formulating emulsifiers is called 
2-amino-2methyl-l-propanol, a liquid 
with a faint characteristic odor. The 
pH of a 10 per cent solution is about 
11.4, with a molecular weight of 89. 
This material is classified as an 
aminoalcohol and will form soaps 
with fatty acids such as oleic and 
stearic if mixed with slightly less 
than the molecular equivalent of the 
particular acid. 


Isopropyl Alcohol Deodorizer It is 
sometimes very advisable and profit- 
able to use isopropyl alcohol in place 
of the usual alcohol. The odor of 
isopropyl alcohol, however, is often 
a factor working against the sale of 
the product. One particular mate- 
rial recently tried, covers that ob- 
noxious odor in isopropyl alcohol so 
well that we couldn't wait to tell you 
about it. It takes about 14 ounce of 
this deodorizer per gallon of alcohol. 


Dispenser for Salt Tablets During 
the hot days, when employees are 
drinking a lot of water, especially 
the people working around hot ket- 
tles, salt tablets are being provided 
by the boss so the help won’t suffer 
from the various ailments classified 





as “heat sickness.” One supplier is 
which 


dishes out a tablet at each turn of 


making a little dispenser 


the knob. These dispensers can be 
placed at all water faucets for easy 
use. (Heat sickness is due to loss of 
body salt by excessive perspiration 
manifesting itself in cramps, nausea, 
dizziness, fainting, etc.) 


Mix-Grind-Blend All three opera- 
tions can be accomplished in one 
unit having positive internal roller 
grinding and mixing action all of 
which takes place in a vacuum. The 
machine looks like a barrel with an 
opening at the top and an outlet at 
the bottom. It comes in 1, 50 and 
250 gallon sizes. Makers of any pig- 
mented cosmetic who want perfect 
blending of colors should investigate. 


Scrap Celluloid We know of a 
small manufacturer who has a reg- 
ular supply of scrap celluloid suit- 
able for use in nail enamel, etc. Those 
interested can obtain the name by 
writing The American Perfumer. 


Ethyl Cellulose The fact that ethyl 
cellulose is soluble in ethyl and 
isopropyl alcohols makes the mate- 
rial of cosmetic interest. It can be 
purchased in various degrees of vis- 
cosity. The material is available as 
a dry granular powder of uniform 
composition. Already it has found a 
place as an ingredient of liquid lip- 
sticks. What next? Only the in- 
genuity of man can put a value on it. 


Propylene Glycol Laurate This ma- 
terial is a light oil, soluble in alco- 
hol, self emulsifying, with a light 
color and faint odor, and is finding 
more and more use in cosmetics. If 
you haven't tried it as an emulsifier, 
but are looking for a_ satisfactory 
liquid emulsion, investigate propy- 
lene glycol laurate. A caution, how- 
ever: compare the material from 
various sources, and buy those which 
gives the heaviest emulsions—these 


are more stable than the watery ones. 


NEW PACKAGES | 


1..PARFUMS CARON: This French house iakes 
an unusual step in preparing to release not one but 
three new perfumes this fall. The packages are 


already on display in the Perfumery Exhibit at the 
New York World’s Fair. All are artistically un- 
usual and luxurious and suggest a new trend in 
perfume presentation. The Adastra bottle shown 


here is made of bronze, sprayed with gold. 


2 GRENOVILLE: This firm’s newest perfume 
comes to America after a successful introduction in 
Europe. It has a tantalizing, exciting odor and 
has been significantly named Piege (Enticement). 
The lovely crystal bottle, which in design is an 
expression of the modern Freach school of art. 
creates interest in itself. It is set in a white and 
gold base and has a white cover on which appears 
a lithograph of a painting of Adam and Eve. Les 


Grands Parfums, Inc., is the American agent. 


3 SCANDIA: The hand-blended preparations of 
this well-known Swedish concern (the only cos- 
metics sold by Bergdorf-Goodman) include an all- 
purpose cream which carries the scent of roses, 
and a pleasant bath cream applied before bathing 
to leave the skin scented and smooth upon emerg- 
ence. In addition to eleven other beauty items, 
there is a lovely guest set containing boxes of pow- 
der in four shades. The use of turquoise and black 
on the jars makes effective packaging as also does 


the turquoise and peach on the boxes. 


4.. VIOLET: This French house has repackaged its 
cosmetic line in red-violet and white. The powder 
box, for example, has a white satin top tufted with 
French knots and decorated with hearts. The eau 
de cologne bottle has an intriguing form suggest- 
ing feminine contours with the much talked of 
wasp waist. The eau de cologne also comes in a 
handsome pigskin travel case which holds two bot- 
tles and which afterward can be used for cigarettes. 
The bath crystals come in a novel wooden tub. All 
are distributed here by’ Harold Mayer. 
















6 MARY CHESS: This company presents two 
new perfume bottles for the fall trade. They are 
adaptations of two pieces from a 17th Century 
Chess Set. The King has been used for the one 
ounce bottle and the Queen for the half ounce. The 
box, in the two colors always used on this firm’s 
packages, namely, cream and brown, has a design 
taken from an old Venetian Chess board. The com- 


pany’s Carnation perfume is being featured but the 


other 14 perfumes may be had in the new bottles. 





8 HELENA RUBINSTEIN: A fine idea for beach 
convenience is this company’s Sunburn Oil Beach- 
comber package. A bottle of sunburn oil fits snug- 
ly into a sponge container with a long rubber 
sponge handle. Thus the bottle is protected from 
breakage, free from sand, and kept cool as well. 
The scented sunburn oil, by the way, is said to 
repel mosquitoes, flies, and other insects. The 
sponge container may be had either in salmon and 


ivory or royal blue and ivory. 


5 ELIZABETH ARDEN: A new eye beauty box 
is a timely offering from this salon to help combat 
the dulling, squinting effects around the eyes due 
to sun and wind exposure at this season. It con- 
tains cleansing eye lotion to be used twice daily. 
cream for skin around the eyes, pomade for the 
lashes, and crystalline eye drops for brightening 
up on special occasions. All are compactly fitted 


into a practical little box of robin’s ege blue. 





7..PARFUMS SCHIAPARELLI: This famous 


dress establishment presents a new, smooth, vigor- 


ous perfume which it has named Salut. In the 
packaging, it has symbolized the perfume’s flowe 
garden fragrance by setting the crystal flask in the 
petals of a white flower made of a plaster-like sub- 
stance. An effective background for the bottle and 
flower has been achieved by using blue satin as the 
lining of the box which is white with gilt edges. 


The label on the bottle is also blue. 
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g. QUALITY PRODUCTS CO.: A striking new 
package in royal blue and gold has been created 
for this firm’s well-known Unguent Monique. The 
cream, containing vitamins and other biological 
substances, is said to help lubricate the skin, soften 
it, and minimize lines. The blue jar with gold top 
is complemented by a blue, gold-edged box. The 
labeling has been revised to conform with new 
government regulations. Other Monique products 


have been similarly repackaged. 


10. LE JEUNE: Four unusual tropical odors have 
been sent north from this Florida firm. They are 
presented in an attractive transparent cylindrical 
package. A warm red base, lined in white satin, 
holds the perfume bottle. The decalcomanian label 
on the bottle is printed in black and gold. The 
odor in each case is indicated on the base of the 
container rather than on the perfume bottle itself. 
The odors are called: Tropique, Orange Blossom. 


Bleu Jasmin and Ecstacie. 


18. FRANCES DENNEY: This company offers a 
non-sticky, non-oily sun tan lotion, called Tan and 
Protect, and packages it with an atomizer for con- 
venient usage. Directions recommend that it be 
sprayed on every hour for an effective tan. The 


odor is spicily fragrant. The atomizer spreads the 


liquid evenly. Both items are held snugly in a neat, 


simple outer box of tan and brown. The size of 
the box makes it convenient to slip into a beach 
coat pocket or week-end kit. 


12. GERMAINE MONTEIL: A French style picnic 
basket, made by American craftsmen in uppet 
Maine and fitted with this firm’s cosmetic products. 
becomes an unusually good beauty kit for the beach 
and country. It is lined with water repellent mate- 
rial in grass green and is roomy enough to hold 
a bathing suit, sun glasses, scarf and book—in addi- 
tion to four staple cosmetics items, namely, sun 


cream and sun tan lotion, powder, and lipstick. 
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Many manufacturers come to Scovill’s Drug and 
Cosmetic Container Division for vanity cases, 
rouge boxes, closures and lipstick containers 
which they know will be style-right, wear-resist- 
ant and economical. 

And ‘frequently, when they know of a certain 
market condition that can be met by special 
metal products, they also have Scovill make such 
products to order. 

Illustrated is a 
Scovill for a leading distributor of premium 


“dresser set” made to order by 


merchandise. The complete line contains 20 items 
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c The Majority of Boreal 
_ in ea Stores Have 
Jeov all - Pid Cabiienan 


Of the 25 brands of cosmetics carried by 
Shillito’s in Cincinnati—64.0% are made 
by firms which have come to Scovill for 
one or more of their containers. 


... finely finished with an all-over stamped de- 
sign ... attractive, well-made, economical. 
Remember Scovill when you require metal parts 
or products in quantity. You can take advantage 
of Scovill’s facilities for producing metal snd 
plastic combinations . . . Scovill’s “Indurite”, a 
scratch-resistant finish for aluminum... Scovill’s 
new economical multi-color process for produc- 
ing designs, ete. 

Get in touch with the nearest Scovill office, for 
samples, styling advice, plans and estimates on 
production. 
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Drug and Cosmetic Container Division 


79 Mill Street 


Masters of “etal 
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* Waterbury, Connecticut 


Boston, Providence, New York, Philadelphia, Syracuse, Pittsburgh, Chicago, Cincinnati, San Francisco, 


CANADA: 


334 King Street, East, Toronto, Ontario 

















NEW PRODUCTS AND PROCESSES 


New Atomizing Dropper 

An atomizing dropper to atomize 
both fluids and powder introduced 
by the Glass Products Co. is proving 
to be popular, according to advice 
received from the company. 

When the point is held down it is 
a dropper; when it is held up it is 
To refill with fluid the 
tip is inserted in the liquid and on 


an atomizer. 


squeezing the bulb it sucks up the 
fluid like a fountain pen. To refill 
with powder the rubber tip and alu- 
minum atomizing tube are removed 
and the tip of the glass is inserted in 
the powder and the bulb squeezed. 
This double duty closure is said to 
offer the first practical atomizer that 
can be included in packages. Samples 
and further information may be had 
by writing to the Glass Products Co.. 


Vineland, N. J. 


Stampings Without Dies 


Short runs of stampings without 
dies are possible with the Doall ma- 
chine, according to its makers, Con- 
tinental Machines, Inc. An explana- 
tion of the process and a review of 
machining operations possible are 
given in an 8-page leaflet which the 
company will send upon request. 


Labeling Direct on Container 
Through the new process, devel- 
oped by Anigraphic Process, Inc., it 
is now possible to print directly upon 
the surface of glass, plastic or metal 


wy 
(Havin 


arren Bary 
Lori 


Containers With Anigraphic Labeling 


containers or objects, by mechanical 
means in one, two, three or four 
colors in perfect register in a single 
Although existing labels 
may be duplicated with fidelity by 


operation. 


this process, makers of the products 
may make their decoration an in- 
tegral part of the container by elimi- 
nating any imitation of a label back- 


60 


ground. Decorations may be in spot 
or all over the surface. Sizes range 
from the dram up to the quart with 
shapes as varied as the sizes. 
Plastics are especially suitable for 
Anigraphing, it is Caps, 
rounded 
articles and molded parts also lend 
Anigraphing. It is 
said to be permanent and free from 


said. 
containers and many flat 
themselves to 


loosening, cracking, blistering or de- 
facement. 


Portable Aluminum Conveyor 


\ new roller type portable con- 
veyor made of aluminum has been 
announced by the Aluminum Ladder 
Co. According to the maker's de- 
scription, the rugged construction 
and high tensile strength of the con- 
veyor enable it to support heavy 
loads. Ease of cleaning, it is pointed 
out, make it especially suitable for 
use where liquids are likely to spill 
containers. Steel ball 


from open 


Light Weight Aluminum Conveyor 


bearing wheels are fitted on an ec- 


centric axle at each end of the con- 
veyor, but it may be had without legs 
and with or without wheels on the 
legs. The model illustrated is 10 ft. 
long. 14 in. wide and weighs 60 lbs. 
Full information about the various 
models may be had for the asking. 


Metal Inlays for Plastics 


Metal inlays which afford numer- 
ous opportunities for decorative 
treatment of plastic containers or 
closures may be put into the finished 
container cold—hence they can be 
placed with no loss of time in mold- 
ing operations, according to Plastic 
Inlays, Inc. The new medium of 
decoration consisting of decorative 
motifs, names, initials, trade marks, 
etc., may be applied to flat or 


rounded surfaces in gold, silver, 
stainless steel, chromium or almost 
any metal desired. 

The process may be applied to 
either thermoplastics or thermoset- 


ting plastic with equal success and 


may be used on laminated plastic 
materials, according to the company. 
A complete description of the proc- 
ess and its possibilities in decorating 
the package will be sent on request. 


How Types of Vials are Used 
Pocket — sized 
proved to be a popular means of 


containers have 


Vials are Useful in Pocket Sized Containers 


packaging for the Mine Safety Appli- 
ances Co., which adopted glass vials 
made by the Kimble Glass Co., Vine- 
land, N. J., for which is 
packed in two sizes of applicator 
vials, as well as for Creosote burn 


iodine 


wash in rubber stoppered patent lip 
vials, and poison ivy treatment in 
a screw cap vial. From two to six 
vials of these preparations are pack- 
aged as a unit in flat, compact, card- 


board cartons. 


New Color Process 

For the 
who is faced with the problem of 
changing styles and the need for 


cosmetic manufacturer 


providing new colors and combina- 
tions of colors, the Electrocolor proc- 
ess for producing metallic colors on 
metal containers or closures by treat- 
ment in a special electrolytic color 
plating bath is announced by United 
Chromium, Inc. By this method, it 
is stated, a deposit of almost any 
desired color which retains an in- 
trinsic metallic lustre, may be ob- 
tained. The original equipment and 
materials, it is added, will produce 
any variation desired; and all of the 
colors and shades may be obtained 
from one color plating bath. Fur- 
thermore, it is pointed out, colors 
once determined can be _ easily 
matched and duplicated. 

The colors are said to be espe- 
cially suited to lipstick holders, van- 
ity cases, jar and bottle tops and 
other metal containers used by the 
Delicate 
shades as well as the more vivid 


cosmetic industry. pastel 
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METAL 


hues may be had, it is stated; and 
articles may be finished in single 


Accord- 


ing to the company, the colors can- 


colors or in combinations. 
not chip, flake or peel off and are 
light fast and any commercial metal 
may be color plated. Permanence of 
the colors is had by coating with 
clear lacquer or synthetics which are 
also supplied by the company. Com- 
plete details will be sent on requesi. 


Transparent Display Containers 
Cosmetic manufacturers may find 

a way to greater sales through the 

use of the group item combination 


Group Item Container 


transparent container display, simi- 


lar to the package illustrated, ac- 
cording to Weinman Brothers, Chi- 
cago, IIL, who designed it for Bauer 
& Black. 

The per unit cost of such contain- 
ers, it is pointed out, is brought to 
a low point by the large number of 
units that can be delivered and sold 
out of a single container plus the 
savings in re-use by the dealer. 

The containers are made of Luma- 
rith Protectoid and are said to be 
non-breakable, odorless, dust-proof 
them 
toilet 
articles. Any number of colors may 


and light in weight—making 


ideal for perfumes and other 


be printed on the transparent pack- 
age or display producing brilliant 
identification of the brand and _ the 
manufacturer. 


pH Reference Standards 


A new series of reference stand- 
ards known as Hydrion buffer cap 
sules for checking electrometric pH 
apparatus is announced by the Micro 
Essential Laboratory. Made up in 
the form of powder standardized and 
packaged in capsules, this series of 
reference standards is said to offer 
various advantazes to users of elec- 


trometric pH apparatus. 
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CATALOGS AND 


The June issue of the American Im- 
port & Export Bulletin is a special! 
number featuring the Foreign Ex- 
hibits at the New York World’s Fair. 
The location of each foreign exhibit 
is given, as well as the name of the 
presiding official and a brief descrip- 
tion of what may be seen. The price 
is $1.00 per copy. 


The Colten Automatic Tube Filling 
Machine, as in the Century of Prog- 
ress Exposition in Chicago, was 
chosen for the New York World’s 
Fair for its appearance and depen- 
dability in showing the production 
of tube products to the visitors. 
The exhibit of the Pepsodent Co. in 
the Hall of Pharmacy shows how 
this popular dentifrice is manufae- 
tured in regular production includ- 
ing the use of the Colton No. 17 tube 
filling. closing and crimping machine 
in operation embodying the stand- 
With 
reference to the interesting exhibit 
the Arthur Colton Co., Detroit 
Mich., says: “Not only when our 
customers wish to make a big show 
to the public but also when they wish 


ard Colton clipless closure. 


to be sure of economical production 
behind closed doors in their plants, 
Colton stands first.” 


Tanks, steam jacketed kettles, pans 
and other heavy and semi-heavy duty 
equipment made of Colalloy which 
is said to be a stainless, rust proof, 
light metal that is highly 
acid, chemical and corrosion 


weight 
resis- 
tant are described in a leaflet issued 
hy the Colonial Alloys Co. 


S. P. C. Buyer's Guide the 1939 Buy- 
ers Guide and Cyclopaedia issued 
by Soap, Perfumery & Cosmetics 
London, England, contains in its 212 
pages much useful material to man- 
ufacturers in the allied industries. 
One reason for this is the strength 
of the y editorial board 
which contains the names of some 
of the outstanding technical. com. 
mercial and 


advisory 


packaging authorities 
connected throughout the world with 
the perfumery, soap, cosmetics and 
allied industries. 

The foreword is written by S. C. 
Johnson, chairman of the Perfumery 
and Toilet Preparations Manufactur- 
ers’ Section of the London Chamber 


DEVELOPMENTS 


of Commerce. The year’s progress 
in the allied industries is reviewed 
by Dr. Arthur Lewinson, Hugo 
Janistyn, Ralph Auch, Dr. J. David- 
sohn and F. V. Wells, editor of Soap, 
Perfumery & Cosmetics. The impor- 
tant section of tabular matter has 
been substantially enlarged and con- 
veniently sub-sectionalized. New fea- 
tures include Notes on Poisons List, 
approved by a leading chemist and 
public analyst, a list of selling agents 
in various parts of the world and 
additions to the 
called Foreign Standards Specifica- 


various section 
tions which covers soaps, polishes, 
disinfectants, toothpastes, etc. The 
86-page buyer’s guide has been com- 
pletely revised and enlarged. Copies 
are available 
scribers of Soap, Perfumery & Cos- 
metics but to 


without cost to sub- 


those who are not, 
copies may be purchased for $3. 


Norda Essential Oil & Chemical Co., 
601 W. 26th St., New York, N. Y.., 
has established a branch office at 
1123 Washington Av., St. Louis, Mo. 


Consolidated Products Co., Inc., 15 
Park Row, New York, N. Y., an- 
nounces that M. I. Cowen, secretary, 
will be at its Newark, N. J.. office 
and shops, 331 Doremus Ave. every 
Tuesday and Thursday so that visi- 
inspect the stock and do 
business on the spot. 


tors may 


A Manual of Selling Pointers on 
cosmetics, toiletries and drugs to aid 
retail stores in complying with the 
new federal laws has been issued by 
the National Retail Dry Goods Assn. 
The work has been skilfully done by 
Ralph Harris of Mears Advertising, 
Inc., and covers vendor relations, ob- 
jectionable and suggested claims, and 
makes a practical interpretation of 
sales points. It deals with the com- 
monly used cosmetics and is designed 
to help merchants sell intelligently 
as well as legally. Mr. Harris’ man- 
ual explains what stores should tell 
customers in the light of the new 
laws, reasons for buying and meth- 
ods of using cosmetics. Special em- 
phasis is laid on complying not only 
with the new federal laws but with 
good sales strategy in winning con- 
sumer good will. A limited number 
of copies may be obtained through 
Mears Advertising, Inc. 
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Your Product Will 


and Out on Display 


In This Distinctive Stock Bottle 






Smartly styled to 
attract attention 








.. well balanced and 
easy to hold 








... available in TO sizes—‘, 1, 2, 3, 4, 


6, 8, 12, 16 and 32 ounces. 
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WRITE for samples of Chesapeake Oval—the popular new stock design 
in crystal-clear Maryland Flint. 
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BY MARYLAND GLASS 


MARYLAND GLASS CORPCRATION, BALTIMORE, MD. . . . New York: 270 Broadway . 


. . Chicago: Berman Bros., {501 S. Laflin Street . . . St. Louis: 
Carl Floto, 908 Clark Avenue . . 


- Memphis: William T. Porter, 806 Dermon Building . . . San Francisco: Owens-Illinois Pacific Coast Company. 


HERE AND THERE 


> W. A. R. Welcke, first vice-president 
and treasurer of Fritzsche Brothers. 
Inc.. New York, N. Y., accompanied 
by Mrs. Welcke, left New York, July 
5. on a special cruise and tour, taking 
in Norway, Sweden, Denmark, Scot- 
France, Switzerland and _ Italy. 
They are scheduled to return to New 
York the latter part of August after 
a short visit to the company’s extrac- 
tion plant in Seillans. 


land. 


> H. Gregory Thomas who created and 
served as director of the Board of 
Standards of the Toilet Goods Associa- 
tion for three years will join the organi- 
zation of Parfum- 
erie Bourjois Inc. 
September 1. He 
will act in a gen- 
eral advisory ca- 
pacity in matters 
of trade and con- 
sumer relations 
and will have 
charge of the work 
pertaining to com- 
pliance with feder- 

H. Gregory Thomas al and state laws. 

As chairman of 
the Legislative committee and a mem- 
ber of the Executive Board of the 
Toilet Goods Assn., he will continue his 
interest in the association. 

Mr. Thomas was graduated from 
Cambridge University in England hold- 
ing a degree of master of arts. He also 
was graduated from the University of 
Paris where he was given the degree 
of Doctor of Laws for his work in 
financial and legislation. 
After studying law at the University 
of Madrid, in Geneva, and at the Acad- 
emy of International Law at The Hague. 
he was elected president of the Associa- 


economic 


tion of International Studies of the Uni- 
versity of Paris of which he is still honor- 
ary president. He is the author of a 
standard work on the Petroleum legis- 
lation of France, published in 1934. 
Prior to joining the Toilet Goods Assn. 
he was vice-president and general man- 
ager of Guerlain, Inc. 

As director of the Board of Stand- 
ards Mr. Thomas won many 
for his aptitude for the work and his 
unfailing courtesy. 


friends 


> Jorge Acuna, for many years asso- 
ciated with the essential oil industry in 
New York, N. Y., is now located in San 
Jose. Costa Rica, C. A. 
working as a chemical engineer and 


where he is 


perfumer making a survey of the allied 
industries there. He writes that he is 
delighted with the climate and the com- 


mercial possibilities of the country. 
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(mong the interesting studies he has 
made, is an investigation of alcohol and 
gasoline as a carburant. He expects to 
be in New York early in the autumn. 


> V. H. Fischer, secretary of Dodge & 
Olcott Co., and a member of the execu- 
tive committee of the Essential Oil As- 
sociation of the U.S. A.. made a trip to 
the coast with his wife and son last 
month. They spent some time at the 
Fair in San Francisco. 


> Frank C. Adams vice president and 
treasurer of the Andrew Jergens Co.., 
and John H. Woodbury, Inc., Cincin- 
nati, Ohio, has recently been ap- 
pointed a member of the Cincinnati 
Board of Park Commissioners for six 
years. 


> Don S. Cowling is now cosmetic edi- 
tor of the West Coast Druggist, pub- 
lished in Hollywood, Cal., to which he 
contributes some newsy and _interest- 
ing miscellany under the masthead of 
Toiletries Topics. 


> Norman Atkinson, recently appointed 
sales manager for the Peggy Moran 
Co., Hollywood, Cal., is devoting much 
of his energy to Deluxus soap. 


> Fred C. Theile president of P. R. 
Dreyer Inc., has been vacationing with 
his family at West Hurley, N. Y. After 
getting in his usual amount of fishing. 
with his usual luck, Mr. Theile returned 
to his desk much refreshed from his 
well earned vacation. 


> Harry V. Wallace, formerly manager 
of the Chicago Branch of the Kimble 
Glass Co., has been appointed vice- 
president and general sales manager of 
the same company, and will make his 
headquarters at the main office, Vine- 


land, N. J. 


> Edwin Seebach, head of the Edwin 
Seebach Co... New York, N. Y., has 
been enjoying a well earned vacation 
in Switzerland. 
established a new connection announce- 


He writes that he has 


ment of which will be made later. 


> Edgar M. Queeny, president of the 
Monsanto Chemical Co.. St. Louis, Mo.. 
has been elected a director of Wash- 
ington University. 


> Albert I. 


U.S. 


Kegan, formerly with the 
Food and Drug Administration 
and formerly a member of the faculty 
in the chemistry department of the 
(Armour Institute of Technology, has 
opened an office at 53 W. Jackson 
Blvd... Chicago, as a consulting chemist. 


Mr. Kegan advises that he will special- 
ize in representing manufacturers and 
shippers at F. D. A. hearings and cita- 
tions and in giving advice on labeling 
problems. His services will also be 
available for chemical research, anal- 
yses and certification. 


> William J. Ogilvie, brother of the 
seven Ogilvie sisters of hair and scalp 
fame, has joined the Ogilvie Sisters or- 
ganization as representative for the 
New England and New York territories. 


> C. C. Conner of the Aluminum Co. 
of America has been elected president 
of the Pittsburgh Advertising Club. 


> Louis Kronish, who has been in the 
manufacturing trade for 23 years, has 
established Strand Cosmetics, Inc., at 


33 W. 17th St., New York, N. Y. 


> Pierre Harang, sales manager for 
Houbigant, Inc., New York, N. Y., has 
returned from a trip to the Pacific 
Coast where he conferred with divi- 
sional sales representatives. 


Leslie S. Gillette, advertising and 
sales promotion manager for the U. S. 
Industrial Alcohol Co. since 1930, has 
joined the progressive Hazard Adver- 

tising Corp., New 
York, N. Y., as ex- 
ecutive vice-presi- 

dent. 
During his nine 
years with U. S. 
I., Mr. Gillette is 
credited with be- 
ing responsible for 
many innovations 
in the field of ad- 
vertising. Among 
these is the pro- 
motion of Supet 
Pyro Anti-freeze and Solox, the Pro- 
prietary Solvent. He is also the origin- 
ator and Chief Editor of Alcohol News 
and Solvent News inserts which have 


Leslie S. Gillette 


appeared regularly each month in the 
leading journals 1933. 
These two advertisements received the 


trade since 
highest rating in reader interest in a 
survey conducted recently by a leading 
business paper. 

Mr. Gillette is also well known in 
the selling field. His activities have 
won for him the office of Vice-President 
of the New York Sales Managers’ Club, 
to which he was elected in May. He 
is known to thousands of automotive 
and petroleum jobbers and their sale* 
men for the dramatic meetings he has 
conducted in the leading cities of the 
country each year in connection with 
the sale of Super Pyro Anti-freeze. 

He is a veteran air traveler and en- 
joys the unique distinction of making 
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one of the fastest business trips by ait 
on record in covering meetings in 14 
cities in 6 days. 

Before joining the U. S. Industrial 
Alcohol Co., Mr. Gillette was an ac- 
count executive with J. Walter Thomp- 
son Co., one of the largest advertising 
agencies, and handled the U. S. L. ae- 
count in that capacity. He entered the 
advertising field in 1927 as a copywriter 
and investigator for the United States 
Advertising Corp., of Toledo, Ohio. 

For four years Mr. Gillette was the 
technical editor of automotive trade 
papers published by the Chilton Co. of 
Philadelphia. He made his headquar- 
ters in Detroit where he still has many 
friends among the engineers at the 
automobile plants. He started in busi- 
ness in 1920 as a draftsman for the 
Western Electric Co., then working on 
what is now the Teletype machine. 

One of Mr, Gillette’s most treasured 
honors is the distinction of being the 
tallest pursuit pilot to see active serv- 
ice in France with England’s Royai 
Air Force. Wounds sustained in active 
service put him in the hospital for over 
two years. He attended Cambridge 
College before entering the Army. 

Mr. Gillette lives in Rye. N. Y.. 
where he is active in several social and 
civic organizations. His chief hobbies 
are sailing and bridge. 


> M. Jacques Jugeat. Administrateur 
Delegue of the Paris organization of 
Lucien Lelong recently arrived in New 


York to begin a three months’ tour of 





M. Jugeat (right) chats with Miss Mary 
Lewis, vice president of Saks Fifth Ave. 
and T. J. Druding of Lucien Lelong at 
the St. Regis Penthouse cocktail party 


the United States, Mexico. Central and 
South America. This is M. Jugeat’s first 
trip to America in eleven years. While 
in New York, a cocktail party for the 
press was tendered in his honor. 


> Marchese Achille Fumasoni Biondi. 
console generale and head of the S. A. 
Profumi, Rome, manufacturers of the 
line of Emef perfumes and cosmeties in 
Italy accompanied by Mrs. Biondi and 
their daughter have returned home 
after a visit to New York, N. Y.. where 
the Biondi line was introduced to the 
American public in a striking exhibit 


at the New York World’s Fair. In- 
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cidently, the Mirama & Conti Corp.. 
New York, N. Y., was appointed Amer- 


ican agent for the company. 


> Joseph A. Gauer, representative of 
the Chicago office of Fritzsche Broth- 
ers. Inc., has been made manager of the 
branch succeeding the late Michael B. 
Zimmer. The Chicago office is located 
at 118 West Ohio St. Mr. Gauer has 
been associated with Fritzsche Brothers 


since 1925. 


> A. L. vanAmeringen of vanAmeringen- 
Haebler, Inc.. New York, N. Y., is deserv- 
ing of the thanks of the industry for in- 
troducing outdoor perfuming on a large 
scale at an economical cost at the World’s 
Fair. He created and patented a continu- 
ous process for introducing perfume into 
the fountains. The first experiment was 
made early in July in pool B behind the 
large statue of George Washington in the 
Lagoon of Nations. A flower bouquet was 
used which imparted a delightful fra- 
grance around the mall. If it proves to be 
successful after a reasonable time, the 
method will be extended to other pools 
in the fair and will, in all probability, 
be utilized in all future expositions of 
the same type. 


> Carleton H. Palmer, president of E. 
R. Squibb & Sons, accompanied by 
Lowell Weicker, J. J. Toohy, L. H. Ashe 
and L. W. Manning, sales executives. 
crossed the continent to attend the Pa- 
cific Coast divisional sales conference 
of the company in Los Angeles, July 18 
and 19. The company recently divided 
the coast territory into two divisions; 
the new Northwestern division compris- 
ing Washington, Oregon, Idaho, Mon- 
tana and Wyoming. The other division 
is made up of California, Southern Ore- 
gon, Nevada, Utah and Arizona. 


> Dr. Herman Goodman, author of sev- 
eral books on cosmetics, was injured in 
an explosion of gasoline on the liner 
Excalibur as it neared the island of 
Capri. Italy, July 23. He was taken to 
a Naples hospital from which he was 
discharged a few days later. 


> Dr. F. A. Marsek of Marsek Labo- 
ratories, Hollywood, Cal. is the proud 
owner of two polo ponies which he 
recently purchased. 


> H. Huber Boscowitz, New York paper 
box representative, was married July 25 
to Mrs. Lillian Emerson, an actress. 
The honeymoon is being spent in 
Hawaii. It was the second marriage for 
both. 


> S. L. Mayham will succeed H. Gregory 
Thomas who resigned as director of the 
Board of Standards of the Toilet Goods 
Association, Sept. 1. Mr. Mayham was 
formerly on the editorial staff of the 





Journal of Commerce and subsequent 
to that for over ten years was associated 
with THe AMERICAN PERFUMER as edi- 
tor, resigning to join the staff of the 
New York World’s Fair which position 
he held up to the time of his appoint- 
ment. In assuming his new duties, Mr. 
Mayham carries with him the good 
wishes of his former associates. 


> I. F. Roberson, who is well known 
in the toilet preparations and allied 
fields for his long association of over 
17 years with the lithographed metal 
can industry is now 
located in Cleve- 
land, Ohio, where 
he is in charge of 
the northern and 
northeastern Ohio 
territory for Ow- 
ens-Ilinois Can Co. 

Mr. Roberson 
joined the com 
pany after his res- 
ignation from the 
Robertson Steel & 
Iron Co. After spending some time in 





|. F. Roberson 


the general offices in Toledo and in 
visiting plants at McKees Rocks, Pa.., 
and Baltimore, Md., where he familiar- 
ized himself with the latest manufac- 
turing processes employed by the com- 
pany. he settled down in the Cleveland 
office in the Standard Building as 
branch manager. His many friends in 
the industry will be glad to know that 
he is making commendable progress 
in his new association. 


> J. H. Montgomery. secretary of Fritz- 
sche Brothers, Inc., New York, N. Y., has 
left his desk for a well-earned vacation to 
be spent at Chazy in the Champlain Lake 
section of upper New York State. He is 
accompanied by Mrs. Montgomery and his 
three children. He will return Sept. 5. 


> Prof. Dale Forbes of the department 
of chemistry of the San Francisco Jun- 
ior College has returned to California 
after a five weeks trip east where he 
visited numerous cosmetic and chemical 
manufacturing plants. Mr. Forbes is 
also a cosmetic manufacturer. 


> G. Henri Marceau, who has been 
active secretary of the Association of 
Canadian Perfumers and Manufactur- 
ers of Toilet Articles for 11 years, has 
been elected honorary secretary of the 
association for life. Mr. Marceau is 
very popular throughout the trade and 
when it was deemed necessary on ac- 
count of the growing pressure of asso- 
ciation work to engage a paid secre 
tary to devote his whole time to the 
work Mr. Marceau was elected to the 
position of honorary secretary to give 
recognition to his services which will 
continue in an advisory capacity. 
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Valuable Trade Secrets Need 
Not be Disclosed to Government 


In a careful analysis 
of the statutes which apply under the 
Federal Food, Drug and Cosmetic Law 
and the Wheeler Lea amendment, Hugo 
Mock, counsel for the Toilet Goods As- 
sociation in bulletin 161 summarizes his 
findings as follows: 

Nothing in the Federal Food, Drug 
and Cosmetic Act requires the disclo- 
sure of the formula of a cosmetic or of 
the ingredients thereof upon the label. 
Where a cosmetic is also a drug, the 
active ingredients must be stated upon 
the label, but not quantitatively. There 
is nothing in the Federal Food, Drug 
and Cosmetic Act or in the Wheeler- 
Lea amendment to require a manufac- 
turer to give his formula, qualitatively 
or quantitatively, to the government. 
Where inquiry is made by a properly 
authorized representative of the gov- 
ernment as to the particular article. 
however, with reference to the safety of 
its use by the ordinary purchaser, co- 
operation with the government as far 
as possible in furnishing the names of 
any ingredients which might be under 
examination by the government is sug- 
gested. The manufacturer is not re- 
quired to furnish valuable trade secrets 
to the government. 


Imported Goods Must 
Retain Mark of Origin 


Imported article: 
must keep the mark indicating country 
of origin until they reach the final con- 
sumer, according to a decision of the 
U. S. Circuit Court of Appeals for the 
2nd Circuit, New York given July 27. 

The decision was given in connection 
with the case of Matthew Ury. who had 
removed the designation “Germany” 
from electric generators. 


Resale Price Maintenance Study 
Begun by F.T.C. 


The Federal Trade 
Commission has begun its inquiry into 
the extent, effects and methods of the 
development of resale price mainte- 
nance. 

Some of the main topics to be 
studied are: manufacturers’ sales price. 
together with quality of goods sold, vol- 
ume of sales and selling costs for com- 
modities under price contract and for 
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commodities not 
retail dealers’ 
sales price, gross margin and volume of 


similar 
under price contract; 


competing 


sales for commodities under price con- 
tract and for similar competing commo- 
dities not under price contract; price 
and quality to consumers for commodi- 
ties under price contract and for similar 
competing commodities not under price 
contract; practices employed in obtain- 
ing the support of industry and the re- 
tail and wholesale trade for resale price 
maintenance, and practices employed in 
the practical establishment of resale 
price maintenance. 


Fritzsche Brothers’ San Francisco 
Office in Larger Quarters 


Increasing business 
on the Pacific Coast has necessitated 
removal of Fritzsche Brothers’ San 
Francisco office, formerly located at 
1325 Howard Street, to larger and more 
attractive offices. The new address. 729 
Rialto Building, was taken over July 
15. This branch, as well as that in 
Los Angeles. is managed by Stanley 
Crouch, the New York firm’s Coast 
representative. 


Hilgenbergs Fly to 
Europe on Dixie Clipper 


Carl G. Hilgenberg. 
(left) executive chairman, of Carr- 
Lowrey Glass Co.. Baltimore. Md.. was 
snapped just before leaving recently on 


the Dixie Clipper for his second air voy- 
age to Europe. He was accompanied 
by his son C. Edward Hilgenberg of the 
New York office of the Carr-Lowrey 
Glass Co. 

The Dixie Clipper on which they flew 
to Europe is also shown just before the 


take-off. 


Carl Hilgenberg’s first air voyage 


across the Atlantic was made on_ the 
dirigible, Hindenburg, at which time he 
was accompanied by Mrs. Hilgenberg 


and their daughter, Angela. Passage 


had been booked by him for another 
trip to Europe on the Hindenburg which 
was never made because of the destruc- 
tion of the aircraft at Lakehurst, N. J. 


Food Standards Committee 
Sets Aug. 24 Meeting Date 


The Food Standards 
Committee of the Food and Drug Ad- 
ministration will meet in Washington, 
D. C.. on August 24, 1939, in the offices 
of the Administration. At this meeting 
the Committee will give final considera- 
tion to incompleted schedules for the 
purpose of making recommendations 
for proposals which will appear in the 
Federal Register. Since the trade has 
already had an opportunity to present 
its views on identity standards for foods 
now under consideration, no additional 
time has been set aside at this meeting 
for appearances by representatives of 
the food industries. 


Procter & Gamble Co. Modifies 
Claims for Camay Soap 


The Proctor & Gam- 
ble Co., Cincinnati, has stipulated with 
the Federal Trade Commission to dis- 
continue advertising that the use of 
Camay Soap will keep the skin young: 
that no other soap can compare with 
Camay for cleansing the skin, or that 
Camay “reaches down to the pores.” 

While not abandoning its right to 
claim that its product may be used 
safely upon sensitive skins generally, 
the company agrees to cease represent- 
ing that Camay Soap “can’t irritate the 
most sensitive skin” or using any other 
claim which may imply that it is non- 
allergic. 


“ 
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From T. F, Uvaly’s Collection of ok prints, 


Give Your Hair Tonic 


POA LA 


Fresh Sales Vigor 


‘ 
' 


WITH U.S.1. ALCOHOL ’ 


EOPLE today pay particular 
Pe to the invigorating 
and refreshing qualities of hair 
tonic. They insist on a product that 
gives visible benefits to both hair 
and scalp. 

U.S.I. ethyl alcohol permits you 
to meet critical demands. Its full 
strength increases the effective- 


ness of the germicidal, cleansing, 


U.S. 
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60 EAST 42no ST., N.Y. 


A SUBSIDIARY OF VU. S. INDUSTRIAL ALCOHOL CO. 


dandruff-removing elements, invig- 
orates the scalp and helps to stim- 
ulate the flow of natural oils that 
keep the hair “toned up.” The free- 
dom of U.S.I. alcohol from impuri- 
ties makes possible a finer odor 
effect. 

Depend on U.S.I.’s hundred years 
of experience in serving the per- 


fume and cosmetic industry to give 


cad 
= 


you pure alcohol. Our representa- 
tives have special knowledge of 
the grades most suitable not only 
for hair tonics but for other drugs 
and cosmetics in which alcohol is 
used. You will find their assistance 
of great value in the formulation of 
your products. 

Specify U.S.I. ethyl alcohol and 
rely upon the service that goes 
with its use. 


NDUSTRIAL GHEMICALS, twe. 


BRANCHES IN ALL PRINCIPAL CITIES 





Toilet Preparations Not 
In Wage Stipulations 


When the minimum 
wage for the drug industry, including 
the manufacturing, 
packaging of drugs, patent medicines 
and pharmaceuticals, was recently set 
at 37¥c. per hour or $15 for a 40-hour 
week, Secretary of Labor Perkins made 
no stipulations for the toilet prepara- 
tions industry. 

At hearings on these matters, pro- 
posals had been made to include denti- 
frices, talcum powder, shaving cream 
and shaving soap; but because of insuf.- 
ficient evidence to warrant this, the pro- 


processing and 


posal was dismissed. 

No objections were raised against the 
minimum wage for the drug industry 
since the wage established is the pre- 
vailing wage in representative plants. 


Cannot Claim Preparation Will 
Withdraw Toxins from the Skin 


The Federal Trade 
Commission has ordered Adele Millar. 
trading as Mme. Adele and Chez Adele. 
San Francisco, to discontinue represent- 
ing that her preparation. Peel Paste. 
will withdraw toxins from the skin. ac- 
celerate chemical changes in the living 
skin cells. or supply materials to the 
skin to repair waste tissues; that its 
use will prevent or remove freckles. 
liver spots or wrinkles: that it will pre- 
vent or remove or have any beneficial 
effect in aiding in the removal of. any 
blemishes or other conditions of the 
skin which are due to or persist because 
of a systemic or metabolic disorder or 
condition; that it will prevent pimples. 
blackheads, puffs. scars. pits. acne or 
crepey neck, and that it has any bene- 
ficial effect in aiding in the removal of 
the foregoing unless such representa- 
tion is limited to those conditions which 
are of a surface character only. She 
must also cease representing that her 
preparation has beneficial effect on the 
metabolism or nutrition of the tissues. 


Max Factor Restrains 
Repacking Its Face Powder 


An injunction has 
been secured by Max Factor & Co. and 
Sales Builders. Inc.. against Premier 
Laboratories restraining the latter from 
utilizing the trade marks of Max Fac- 
tor or any other trade name or trade 
mark which shall include Factor or any 
word colorably similar to it and from 
rebottling or repacking any of the prod- 
ucts of Max Factor & Co. A consent 
decree was secured by the plaintiffs 
through their counsel, Mock & Blum. 

The government seized Max Factor 
face powder repacked by Premier 
Laboratories, Inc., Trenton, N. J. The 
powder was put on the market without 
the authorization of Max Factor & Co. 
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or its selling agent Sales Builders, Inc. 
In fact there was a suit begun in the 
U. S. District Court for the Southern 
District of New Jersey against this par- 
ticular package by Max Factor & Co. 
and Sales Builders, Inc., in which one 
of the elements of unfair competition 
alleged was the nature of the package 
itself, 


Zimmerman Motors to Florida 
And Flies to Havana 


Among the visitors to 
Havana, Cuba this summer where he 
combined business and pleasure during 
a week’s stay. was William F. Zimmer- 


Basking in the sun are Jacques Beraha (left) 
of Compania Ultramar of Havana and 
members of his family together with Mr. 
Zimmerman seated at the extreme right 


man, general manager of Helfrich Lab- 
oratories. New York, N. Y. Mr. Zim- 
merman, accompanied by Mrs. Zimmer- 
man and their two daughters. Lois and 


Joan. went by auto from New York to 


On the extreme right in the water is Daniel 
Stetten of de la Mon Stetten et Cie, of 
Paris who is associated with Mr. Beraha of 
Compania Ultramar the exclusive distribu- 
tors in Cuba of Corday and Revillon, Paris. 
They also have their own line of Vogue de 
Paris. Mr. Zimmerman is on the left 


While his family re- 
Florida, Mr. Zimmerman 
went to Havana by plane. 


Miami Beach. 
mained in 


The accompanying photographs show 
Mr. Zimmerman with groups of friends 
at the Mirimar Yacht Club in Havana. 


Vadsco Modifies Claims for 
Mavis and Djer Kiss Talcum 

In a stipulation en- 
tered into with the Federal Trade Com- 
mission, Vadsco Sales Corp. and V. 
Vivaudou, Inc.. New York, agreed tg 
cease representing directly or by im- 
plication that Djer-Kiss Tale in any 
way influences or affects body tempera- 
ture; that Mavis Taleum Powder is ma- 
terially different from, or more effec- 
tive than, similar substances; that the 


formula of Mavis Taleum Powder is 
the outcome of scientific research and 
experiment or that the product has a 
protective quality not found in any 
other powder, or that Mavis Talcum 
Powder to any extent promotes sleep, 
relaxes or soothes the nerves, or reduces 
the amount one perspires. 

The company further stipulated that 
it will cease advertising that Mavis Tal- 
cum Powder has healing properties or 
which make it 
beneficial in the treatment of skin dis- 
orders, unless such representations are 
limited to the product's effect in drying 
the skin or in reducing irritation and 
friction; that the pores breathe or that 
Mavis Taleum 
pores to breathe; that Djer-Kiss Tale 
and Mavis Taleum Powder completely 


contains ingredients 


Powder permits the 


counteract or mask objectionable body 
odors. and that Djer-Kiss Tale and 
Mavis Talcum Powder, with respect to 
their odor or substance. when applied 
to the body. remain effective for any 
purpose during the entire day of their 
use or for any substantial length of 
time. 

It is also stipulated that the company 
will cease using the words “Paris” ot 
“Poudre De Tale” or any other words 
indicating French origin, on the labels. 
cartons or containers of, or in advertis- 
ing for, its products. when such prod- 
ucts are manufactured, compounded. 
or packaged in the United States. 


Fat Reducing and Hair 
Growing Claims Modified 

A Philadelphia 
dealer in hair and scalp treatments and 
a Chicago vendor of a product adver- 
tised as a weight reducer. have entered 
into stipulations with the Federal Trade 
Commission to discontinue representa- 
tions in the sale of their products. 

Mentos Products. Inc... Philadelphia. 
agrees to cease advertising that use of 
Mentos will promote the growth of hair; 
that Mentos or Mentos Shampoo is cap- 
able of cleansing below the pore open- 
ings: that Mentos is efficacious in 
“building the resistance of the skin and 
scalp”; that its use will result in’ per- 
manent cessation of falling hair. scalp 
itching or “sores between toes” and will 
cure eczema, ringworm, psoriasis, scalp 
irritations, scaly sealp conditions or 
dandruff. In its stipulation the company 
admits that use of its products will not 
accomplish the results claimed. 

Joseph E. Gessner, tradingas Dr. Laun 
Sales Co., Chicago, agrees to cease dis- 
seminating advertisements representing 
that “Dr. Laun’s Reducing and Stimu- 
lating Balm,” either with or without the 
application of massage, will remove fat 
from the body or that the preparation 
or any of its ingredients has any value 


as a reducing agent. 
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COLTON 
SCORES AGAIN! 









filling 
machine 
in actual production! 


As in the Century of Progress Exposition, Chicago, 
the Colton Automatic Tube Filling Machine was 
chosen for the New York World's Fair—for its fine 
appearance and for its dependability in showing off 
the production of tube products to visitors from all 
over the world. 


In the Hall of Pharmacy, near the Trylon and 
Perisphere, is located the exhibit of the Pepsodent 
Company of Chicago where the manufacture of 
Pepsodent Tooth Paste is in regular production. 
There you will see the Colton No. 17 Tube Filling, 
Closing and Crimping Machine in operation. It is 
shown functioning with the standard Colton Clip- 
less Closure. 


You are cordially invited to see this machine in 
production. Note its fine appearance and smooth 
performance and the quality of work in the finished 
product. 


Colton stands first with our customers—when they 
wish to make a big “show” as well as when they 
want economical production behind closed doors in 
their plants. You, too, will find it the perfect 
choice for day in and day out dependable produc- 
tion in making a beautifully finished product. 


A sample tube and full details on the simpler, faster 
Colton will be gladly sent you. Why not write 
today? 


ARTHUR COLTON CO. 
2606 Jefferson Ave. East 
DETROIT, MICHIGAN 
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We are 


HEADQUARTERS 


for the following — 


ESSENTIAL OILS 
AROMATIC CHEMICALS 
NATURAL FLOWER OILS 


Sr SYNTHETIC FLOWER OILS 

a MODERN AND DISTINCTIVE 

sc PERFUME BASICS 

Be DISTINCTIVE and CHARACTERISTIC 
FLAVOR OILS 


PERFUMERS' TINCTURES 
FIXATIVES (FOR PERFUMERS) 
RESINOIDS 


ie TERPENELESS and 
ty EXTRA CONCENTRATED ESSENTIAL OILS 


Bie. ~~ FLORAL WATERS OLEO RESINS 
FRUIT ESTERS BALSAMS and GUMS 





Beautiful COLORS of proven merit 
Stuyvesant 9-2261-2 


Samples and prices gladly 
furnished on request. 


RU 


121-123 East 24th St., New York 






Facial Pack Not Comparable 
With Beauty Salon Treatment 

The Ivis Co. Ine., 
New York, N. Y., has stipulated with 
the Federal Trade Commission that it 
will cease representing that its facial 
pack called Milk Mode will 


enlarged pores, 


reduce 
blackheads 
whiteheads, or discolorations; that it is 
comparable to a facial massage treat- 
ment in a beauty salon; that it will lift 


remove 


out dirt and poisons from the pores and 
combat re-infection or that the treat- 
ment is a health bath for the skin, and 
that actresses have said it will give re- 
newed vitality. 


Remington Reelected President 
Of Collapsible Tube Mfrs. Assn. 


Frederic Remington 
was reelected president of the Col- 
lapsible Tube Manufacturers Associa- 
tion at its annual meeting. H. S. Darl- 


Frederic Remington H. S. Darlington 


ington, president of A. H. Wirz, Inc.. 
was elected vice-president and the fol- 
lowing were elected directors: R. E. 
Reed, A. W. Paull. Jr.. and C. C. Shef- 
field. 


L. B. Platt is the secretary and 
treasurer. 


Must Charge Full Minimum Price 
For Rebottled Perfume in Vials 


In its controversy 
submitted on an agreed statement of 
facts, Lenthéric Inc. won a three to 
two decision against the W. T. Grant 
Co. in the Appellate Division of the 
New York Supreme Court. 

Briefly the facts were as follows: 
Lenthéric had fair trade contracts pro- 
viding that the minimum price for Bou- 
quet Lenthéric should be fifty cents for 
one ounce or any quantity less than 
Grant acquired Lenthéric 
vials. rebottled indepen- 
dently of Lenthéric. each of which con- 
tained one fifth of an ounce which it 
offered tor sale for ten 


one ounce, 
Bouquet in 


each. 
Thus the price at which an ounce was 
sold was still fifty cents. Lenthéric 


cents 


will of the name remains unchanged, 
it said. “If the defendant were per- 
mitted to sell its vials bearing Len- 
théric’s name it would in effect circum- 
vent the very purpose of the law to 
protect the good will of the plaintiff.” 
The dissenting opinion took the posi- 
tion that since the purchaser could 
legally divide the quantity of a_per- 
fume it offered for sale, it could also 
divide the price proportionately when 
the trade mark was used in a way that 
did not deceive the public. “There is 
no statute which authorizes a seller to 
limit the quantity in which his goods 
may be sold.” Judge Callahan said. 
The case will be appealed to the Court 
of Appeals. W. D. Whitney of Cravath, 
DeGersdorff. Swaine & Wood repre- 
sented Lenthéric and Eugene M. Foley 
of Adolph and Henry Bloch 
sented the W. T. Grant Co. 


repre- 


Stops Claiming Preparation Has 
Influence on Falling Out of Hair 


In a stipulation en- 
tered into with the Federal Trade Com- 
Excelento Medicine Co., At- 
lanta, Ga., agreed to cease representing. 
directly or by implication that its com- 
modity, “Excelento Quinine Pomade”. 
will cause hair to grow. or have any 
influence on the growth or falling out 
of hair, or that it will stop itchy or 
scaly condition of the scalp. or that its 
action is sure. 


mission. 


Princess Pat Rejects 
F.T.C. Stipulation 


Patricia Gordon, 
president of Princess Pat. Ltd., cos- 
metic manufacturer has refused to sign 
a stipulation proffered by the Federal 
Trade Commission. Mrs. Gordon said 
that some of the copy points involved 
are four years old and therefore obso- 
lete. while others will be automatically 
ironed out by the new labeling require- 
ments. 

Princess Pat formerly labeled one 
“skin food,” for 
Objection was raised to this 
appellation and “anti-wrinkle” was sub- 
stituted. Under the new labeling laws, 


of its products as a 
example. 


this, too, is unsuitable and some new 
phrase must be coined. The company 
also formerly described one its prod- 
ucts as “non allergic,” but the prog- 
science demonstrated the in- 
adequacy of the term and Princess Pat 
abandoned it voluntarily, Mrs. Gordon 
said. She characterized the skirmish 
with the 
nothing.” 


ress of 


FTC as “much ado about 


Colgate Net Profits Increase 
47% for First 6 Months 


Net profits of Colgate- 
Palmolive-Peet Co. for the first half of 
1939 were $2.427.093, an increase of 
17% over the same period for 1938 
according to the semi-annual report of 
President F. 
of domestic 


H. Little. The aggregate 
and foreign sales for the 
six months period of this year was 
$50.513.805. The company’s 
surplus totals $10,720,145. 


earned 


Plants of Heine & Co. 
Working at Capacity 


Heine & Co.. Leipsig. 
Germany, which was amalgamated with 
Paul Marckscheffel & Co. of Merse- 
burg. Germany, in its annual report 
showed increased sales with both fac- 
Sales in 
the Far East dropped off. The company 
is represented in the United States by 


Heine & Co.. Inc.. New York. N. Y. 


tories working at capacity. 


Shulton’s Window Display 
Contest a Huge Success 


An effective, original 
window display created by a Boston de- 
partment store for Shulton’s Early 
American Old Spice line for men 
prompted the company to sponsor a 
contest for the best Fathers’ Day win: 
dow displays of their products. Prizes 
were offered in two groups: Class A, 
large department stores, judged from 
the creative and sales value standpoint: 
Class B, smaller stores, judged on in- 
terest and sales value. The three prizes 
in each group were $250. $100 and $50 
respectively. 

Sales of the Old Spice men’s line 
tripled during the contest. 


FARLOR 


- an J af e | il . 
contended that Grant had no right to a a (er 


>= - i" . “an Ps rs 
Splatt: Wey s 1) Loe ye 


The first prize of $250 in the Shulton Early American Old Spice Fathers’ Day window display 
contest in the Class B group went to F. C. Madole of W. B. Stevens Pharmacy, Oconomowoc, 
Wisc.; first prize in the Class A group went to W. W. Rowley of the Emporium, San Francisco 


sell Bouquet Lenthéric even in vials of 
one-fifth ounce for less than 50 cents 
each. 

The court held for Lenthéric. Not- 
withstanding the commodity has been 
parted with, the ownership of the good 
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the new, water-soluble ANTI-SUNBURN product fer 
CREAMS e¢ SKIN-OIL-EMULSIONS e LOTIONS 


It promotes the formation of the natural pigment, 
MELANINE, and the tanning of the skin, at the same time 


protecting the skin from harmful burning. 





For detailed technical data and samples get in touch with 


or Our Representative for 
the Dominion of Canada Our representatives for the United States 


GERALD JOHNSON 


J. M. SCHEAK & COMPANY Orbis Products Corp. 


110 CHURCH ST., TORONTO 
215 PEARL STREET NEW YORK CITY, N. Y. 





VELIZAR BAGAROFF + OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available in all markets under his own label. 
PL Iree Cia me laoreet TS ol -Fll] elm ha ol Meat e(e-bale 
~ 
Sole Agents for the United States: W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


a OIL LAVENDER ALTITUDE 
lt costs more than inferior oils; — it's real Lavender. 


Selected from the finest producing regions, representing the highest 
standard in quality, odor, uniformity. 


“I? Ofdefte Sfferce Diftillrs” 
W. J. BUSH & CO. 
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Canadian Perfumers to Watch 
All Legislation Closely 

A paid executive sec- 
retary has been appointed by the Asso- 
ciation of Perfumers and 
Manufacturers of Toilet Articles with 
a view to securing more efficient and 


Canadian 


continuous contact with legisla- 
tion, both Deminion and 
either already on the statute books or 
likely up. A. E. Laverty has 


accepted the appointment, 


more 
provincial 


to come 


A bulletin service has been inaugu- 
rated. In the first 
gested that the 
shortened. 


bulletin it is 
of the 
It is also pointed 
been 


sug- 
name associa- 
tion be 
that 
charged a duty of 30 per cent on essen- 
The rate 


out several members have 
tial oils imported by them. 
of duty formerly paid was 7% per cent. 
If the higher rate is being charged gen- 
erally the association will take the mat- 


ter up with the customs authorities. 

Majestic Metal Specialties in 

Big New Plant in Moosup, Conn. 
Majestic Metals Spe- 

1916 by Nathan 

located in a spacious 


cialties, founded in 
Kasdan is now 

new factory in 
Moosup, Conn., 
where, with 120,- 
000 ft. avail- 
able for manufac- 
turing it will be 
able to handle to 
better advantage 
its growing volume 


sq. 


. 


— 
> 


Nathan Kasdan 


business. 
The 
first saw the light 
of the 
world in 


company 


business 
1916 
when it was established at Grand and 
Center Sts.. New York, N. Y., as the 
Majestic Machine & Too] Co., Inc.. Metal 
the 
coming 


specialties for cosmetic industry 


were then just into popular 


use; and soon their manufacture oc- 
cupied the entire time of the company. 
Accordingly in 1923 when the concern 
moved to larger quarters on Fourteenth 
St. the name was changed to Majestic 
Metal Specialties Inc. It remained 
there until 1932 when it moved to 200 


Varick St. 


Moosup was acquired and The Moosup 


This year the property at 


Products Corp. came into being with 
the Majestic Metal Specialties a divi- 
sion of it. 


World War 


manufactured 


In the early stages of the 
Mr. Kasdan’s 

gauges the 
but aside from this and a few 
the 
has specialized in meeting the needs 


company 
for govern- 
ment: 
other metal specialties company 
of the toilet preparations industry. 

with Mr. Kasdan in the 


company is J. Leshin who in his nineteen 


Associated 


years of association with the company 
has traveled widely in the United States 


‘ 


) 
~ 


devoting his entire business career to 
the Majestic company. the 
World War he was a non-commissioned 
officer in the A. E. F. He is a Mason. 

Another addition the Majestic 
family was made in February of this 


During 


year when Joseph Gartlan became co- 


Mr. 


manager of the sales department. 


J. V. Gartlan J. Leshin 


Gartlan is one of the best known men 
in the industry. In July, 1898, he began 
his career in the industry with the old 
firm of Ed Pinaud. He began selling in 
1902 and until 1926 was on the road 
for the concern. In 1926 he stopped 
traveling to succeed George A. Fuller as 
of 
and in 1929 he was made sales manager. 
He resigned in 1933 to join the Harriet 
Hubbard Ayer organization with which 
he was associated until January, 1938. 
joined Elmo Inc. He 
president of the Foragers for two years 


manager the metropolitan district 


when he was 
and his activities in getting them to 
arrange golf matches was one of the 
factors that led to the formation of the 
BIMS. He is an Elk. 

The new plant is conveniently situ 
ated on the Moosup River providing 
ample water power and an abundance 


Oe) yf 


pea 


dtm: 


of daylight is afforded throughout the 
manufacturing department by the saw 
tooth roof, 

on one floor. 


All manufacturing is done 

To facilitate distant de- 
siding is located 
and daily truck 
service insures prompt deliveries to the 


liveries a_ railroad 


alongside the plant 
metropolitan area. 


W. W. Angus to Sell 
Kessler Products 

W. W. Angus, who 
has with the Kessler 
Chemical Corp., a subsidiary of the 
American Distilling Co., New York, 
N. Y.. has now formed his own organi- 
zation to be known as W. W. Angus, 
Inc. and will act as exclusive sales dis- 
tributor for the products manufactured 
by Kessler. In addition, the new com- 
pany will also sell heavy tonnage liquor 


been associated 


solvents. 

Offices will be maintained at 239 
Eleventh Ave.. New York, N. Y. and all 
sales agents formerly representing the 
Kessler firm throughout the country 
will continue with the new concern. 


Kimble Glass Co. Directors 
Elect Officers 


The board of direc- 
tors of the Kimble Glass Co., Vineland, 
N. J.. has elected the following officers: 
Evan E. Kimble, chairman; Herman K. 
Kimble, president; Maxson A. Eddy. 
vice-president and general sales man- 
ager; Edward W. Charlesworth, Samuel 
S. McClure, vice-presidents; Eugene L. 
R. Laning, and treasurer: 
John C. MacMillan, assistant secretary 
Rinehart. 


secretary 


and treasurer; and Jesse S. 
comptroller. 


A soaring sky-blue horse garlanded with red, blue and white flowers is one of the attrac- 
tive pieces at the entrance to the new Elizabeth Arden Paris salon on the Place Vendéme 
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STOCES FRCP RINCIPAL CITIES 


P. K. SHIPKOFF & CO. 


Kazanlik . Bulgaria 


Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 


1840 


ESTABLISHED 


lugust, 1939 


(Branches in principal cities) 


SHIPKOFF’S OTTO of ROSE @ 


¢ Own Distillation . . . is always uniform 


and of one quality only... the BEST 


Distributing depots: ® NEW YORK ® LONDON 
PARIS ° GRASSE ° HAMBURG 


OTTO" ROSE 
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In a rotunda near the entrance of the mag- 
nificent Italian Building at the New York 
World's Fair, one may see a colorful ex- 
hibit of the Italian perfume EMEF, made by 
La Marchesa Fumasoni Biondi of Rome, Italy 


Dr. Guenther Back from 
Exciting South American Flight 
Dr. Ernest Guenther, 
chief research chemist of Fritzsche 
Brothers. Inc., New York, has just re- 
turned from an extended flying trip 
through the West Indies, Central and 
South America. On April 20 he left 
New York by air for Jamaica,, British 
West Indies, where he studied produc- 
tion of oil of sweet orange, oil of limes 
and oil of pimenta. From Jamaica he 
proceeded by air to Porto Rico for an 
investigation of oil of bay, and from 
there to the Island of Guadeloupe. At 
this point. Dr. Guenther boarded a 
small yacht for the trip across open sea 
to Dominica to study lime oil produc- 
tion. It was here, in the Harbor of 
Roseau. that one of the few unpleasant 
experiences of his trip occurred. 
Late at night, while still at anchor 
a dozen or more natives came aboard 
and upon failing to meet their demand 
for money. a fight ensued. The situa- 


In Porto Rico, natives chop the bay leaves 
before they begin the distillation process 


tion became so serious that the captain 
of the boat had to signal for the harbor 
Some of the 


hoodlums were caught and 


police for assistance. 
brought 
before the Chief of Police. This very 
efficient English gentleman held court 


that same night and after sentencing 


the culprits, personally escorted the 
captain and Dr. Guenther back to their 
yacht, whereupon the two immediately 
set sail for their return to Guadeloupe. 
\ heavy sea coming in from the At- 
lantic made this night trip an exciting 
and unforgettable voyage. 

From Guadeloupe Dr. Guenther flew 
on the Clipper to Trinidad for an in- 
vestigation of the lime oil situation. 
Taking again to the Clipper, he flew 
along the coast of the Guianas and 
Brazil to Belem on the mouth of the 
mighty Amazon River. 

After a study of the production of bal- 
sam copaiba, Dr. Guenther flew up the 
Amazon to Manaos to observe the distil- 
lation of oil of bois de rose. Returning 
to Belem by air he flew down the coast 
of Brazil to Rio de Janeiro which, in 
his opinion, is by far the most beautiful 
city in the world. From there he flew 
to Asuncion in Paraguay with a side 


Manufacture of oil of sweet orange by 
the Ecuelle method in Jamaica, B.W.I. 


trip into the producing regions of oil 
of petitgrain. Leaving Asuncion he flew 
to Buenos Aires and crossed the Andes 
to Santiago, Chile, thence to Lima, 
Peru, Ecuador, Panama and Salvador. 
with an excursion to the producing 
Peru, then to 
Guenther viewed 


balsam 
Guatemala. Here Dr. 


regions of 


the very interesting new development 
of lemongrass and citronella distilla 
tion, 

From Guatemala he flew to Mexico 
and after branch = of 
Fritzsche Brothers (Productos Fritzsche 
Brothers, S. A.) in Mexico City, he 
travelled to Colima and into the produc- 


visiting the 


ing regions of Mexican lime oil. Re- 
turning from Colima by rail, the train 
struck a section of track damaged by 
landslides and the forward _ part 
Fortunately 
the rear cars were blocked in a narrow 
tunnel 


plunged into a canyon. 


which probably 


most disastrous wreck. This incident 


prevented a 


caused a twenty-four hour delay in 
travelling plans, the first delay of the 
entire trip. From Mexico, Dr. Guenther 
returned to New York by air, arriving 
at Newark airport July 4. 

During his trip Dr. Guenther was 
most impressed by the splendid flying 
facilities and efficient service offered 
today to the business world and _ to 
tourists by the pioneer work of Pan 
American Airways. A few years ago it 
would have been impossible to make 
such a lengthy trip within the short 
period of ten weeks, and during this 
time to carry out the full program of 
investigating essential oil production in 
such widely scattered regions. It seems 
unbelievable that the schedule mapped 
out by Pan American for Dr. Guenther 
in New York could have been planned 
so faultlessly that he was able to take 
up his advance reservations at each 
stop precisely as planned. Had it not 
been for the railroad wreck in Mexico, 
Dr. Guenther could have returned on 
the minute as originally scheduled. 

As to business conditions in South 
America generally, Dr. Guenther re- 
ports that a few of the countries offer 
good possibilities to the American 
manufacturers of our industry. Others 
appear less promising because of im- 
port restrictions, exchange difficulties 
and an exaggerated nationalistic spirit 
which is becoming more and more 
hostile toward any foreign influence. 
except for the granting of loans. He 
feels that a much firmer stand in the 
conduct of our foreign affairs is needed 
if we are to protect U. S. interests in 
Central and South America. 
Consistent Advertising Sells 
Seven Million Brushes in 7 Months 


Although the new 
Miracle-Tuft tooth brush of Weeo Prod- 


ucts Co. has been on the market less 


than a year, a heavy and consistent ad- 
vertising drive enabled the company to 
report the sale of more than 7,000,000 
brushes in seven months. 


Purposes of National Retail 
Demonstration Week of Sept. 11 


Retail stores through- 
out the country will hold their second 
National Retail Demonstration during 
the week of Sept. 11. 
the demonstration are: 


The purposes of 


1. To stimulate special consideration 
by retailers of methods by which they 
may fulfill, even better than usually, 
their function as “purchasing agent for 
the public.” 

2. To remind the public anew that 
their stores are important economic and 
social units of each community. 

3. To lift retailing, as an industry, to 
its proper place in the public regard. 
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NEW FLORAL ODOR 


FLORALIA 


Delicately compelling in scent. A vital sales 
spark for perfumes, colognes. and _ toilet 
waters. 


This product is one of the 


most satisfactory emulsifiers 
FLORALIA 


Amazingly economical. Excellent for lower- 
ing the price of natural Jasmin* within 
your cost limits. 


on the market. 


“Also for natural Orange Blossom. 


Thoroughly tested. Only $16.00 per pound. It is extremely simple to han- 


aap WRITE FOR SAMPLE TODAY 


P.R. DREYER INC. 


119 West 19th Street. New York, N. Y. 
CHICAGO ‘ LOS ANGELES 


dle and will give a cream 


with a pH number below 7. 


Essential Oils <G > Flower Oils 
{romatic Chemicals Perfume Specialties 


lf this product is of any inter- 


est to you we will be glad to 


H 
Y 
D 
R 
0 
C 
0 
L 


submit an adequate sample 


and formula for its use. 


ARTHUR A. STILWELL & CO. inc. 


Importers - Exporters - Manufacturers 


601 W. 26th St. NEW YORK 
350 N. Clark St., CHICAGO 


“An Unimpaired Record 
Since 1878” 


| 
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Beta Beta Lambda Convention 
Of Beauty Culturists August 21-24 


The Grand Chapter 
of Beta Beta Lambda, a national or- 
ganization of beauty culturists has 
added seventeen new chapters in the 
last year bringing the total to 140 chap- 
ters. 

The eighth annual convention will be 
held at the Congress Hotel, Chicago. 
August 21-24 inclusive. A feature will 
be a national hairdressing contest with 
a professional group open to all hair- 
dressers everywhere and a_ student 
group open only to schools with Beta 
Beta Lambda chapters. The sixth sem- 
inar, the advanced educational feature 
will present scientific authorities. On 
the evening of August 23, the banquet. 
dance and floor show will be held. The 
seminar and business sessions are re- 
stricted to members but all beauty cul- 
turists are invited to attend all other 
presentations. 


“Gingivitis” Gum Disorder to 
Be Featured by Forhan 


Forhan’s well known 
“4 out of 5 have it” will be revived in 
a new advertising campaign this fall. 
Instead of having pyorrhea, however. 
the four will have “gingivitis” described 
as a common gum disorder. 


Another Liquid Dentifrice 
Appears on the Market 


Another liquid denti- 
frice has been put on the market fol- 
lowing the introduction of Teel by the 
Procter & Gamble Co. and the new 
liquid dentifrice offered by the Pepso- 
dent Co. The latest recruit is Slodent 
Slodent 


sponsored by the Products 


Corp.. Roanoke, Va. 


Frances Denney 
Opens New York Office 

Frances Denney of 
Philadelphia has opened offices in New 
York at 610 Fifth Ave. 


rooms, which include a terraced gar- 


The spacious 


den, were designed by Raymond Loewy. 

Miss Edyth Thornton McLeod, who is 
in charge of advertising, has offices in 
the new branch and announces that 
some attractive new items are scheduled 
for release in the fall. 


How du Pont Companies Select 
Employes Shown by Report 


Combing the colleges 
in most of the states for employes, E. I. 
du Pont de Nemours & Co. added about 
150 graduates to its pay rolls this 
summer. The typical graduate who 
secured employment was: (1) in the 
upper third of his class; (2) active 
enough outside of the classroom, to 
contacts: (3) of 


have had human 
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Pamela Nape interprets Lenthéric's Anticipation perfume during recent television broadcast 


good appearance and health; (4) with 
understanding of the value of money; 
and (5) with previous part time work- 
ing experience. In rating candidates 
points. which influenced the company 
were: energy, command of English, in- 
itiative in conversation, aggressiveness, 
personality, poise and manner. Ques- 
tions were asked also to find out 
whether the candidate inspired confi- 
determined and_ the 
degree of his interest in the work he 


dence, seemed 


had chosen to undertake. 


French Hour Radio Programs 
Sponsored by French Interests 


Pinaud, Inc., the 
French line, the French Government 
Tourist Bureau and a number of other 
French manufacturers and restaurants 
are sponsoring a series of radio pro- 
grams known as the French Hour. 


Multiple Prices Making Greater 
Appeal to Customers 


Because multiple 
prices—the offer of three pairs of men’s 
35e socks for $1; or two 15e_ tooth- 
have been found 
to have increasingly greater appeal to 
the thrifty instincts of customers, stores 


brushes for a quarter 


are more and more turning toward the 
extensive use of multiple prices as a 


means of increasing sales, the Mer-, 


chandising Division of the National Re- 
tail Dry Goods 
cluded from a 


Association has con- 
nation-wide survey. 
Toilet goods, drugs and cosmetics are 
offered at combination prices in 47 per 
cent of the stores. 


Lenthéric Ballet 
Televised over N.B.C. 


The first perfume 
program to appear on television was 
Lenthéric “La Danse des Parfums,” the 
ballet interpretations of its perfumes. 
which has appeared during the past 
year and a half in leading cities. The 
television performances were given July 
14 from the N.B.C. studios before a 
limited studio audience. The  well- 
liked interpretation of Lenthéric’s 
“Shanghai” perfume by Pamela Nape 
was given, as well as “Anticipation” and 
“Numero Douze.” 

During the intermission, Mile. Jeanne 
Genet interviewed a leading fashion au- 
thority on the correlation of perfumes 
with fashions. 


Chevalier Garde Adds 
New Representatives 


Charles W. Higbee. 
until recently connected with — the 
Northam Warren Corp., Stanley B. 
Myers, formerly with Elizabeth Arden. 
Inc., and Vincent A. Shelley, previously 
of Petalskin, have joined Parfums 
Chevalier Garde, Inc. in the capacity 
of sales representatives for New Eng: 
land, the Middle West, and Eastern ter- 
ritories, respectively. 

Since the introduction of Imra Cos- 
metic Depilatory in June, sales have in- 
creased tremendously, necessitating an 
increase in the office personnel and out- 
side organization to a great extent. In 
addition, larger floor space has been 
taken in the same building. 730 Fifth 


Avenue, New York, N. Y. 
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PLYMOUTH 


PLYMOUTH BIG FOUR 


PLYMOUTH Crystal "E" White Oil 


ORGANIC INC. 


Water-white, odorless and tasteless and f U.S.P. Acid 
Test. Used as a standard by the cosmeti industry tor 
30 years. 


PLYMOUTH Zinc Stearate U.S.P. 


Specially manufactured by us for face powder manu 


facturers. Absolutely white, odorless. Covering 30 
years experience this represents the ultimate Zin« 
Stearate. Also Magnesium. 


PLYMOUTH SPECIALTIES 


PLYMOUTH Sun-Burn Preventer Oil Concentrate 


PLYMOUTH Powder Base No. 7 


A new raw material for face powder manufacturers 


From 5-15% added to your present formula will improve 


your powder, giving it more adhesiveness jreater 


spread and covering power. 


PLYMOUTH Soapless Shampoo Base 


Low in fina ost because iT 


t water and remain pertectly 


Now! ToILetry 
MANUFACTURERS 


Increase Sales With 
WEINMAN TRANSPARENT 
CONTAINERS & DISPLAYS 


Show and Sell your product in 
Weinman rigid transparent 
containers and displays! 
New Dual-Use’’ and Re 
Use Transparent Containers 
win sales for Toiletry Items 
Available with or without 
printing Made of Lumarith 
Protectoid—Looks like lass 
but unbreakable 

«d WRITE TODAY FOR 
CATALOG AND PRICE LIST 
(or send your product to be 
packaged the transparent way— 

no obligation) 


FCCC 


PF 
| 


Transparent Box Headquarters 


WEINMAN BROTHERS 


Dept. AP 2, 325 N. WELLS ST., CHICAGO, ILL. 
















hydroxy citronellal 


EXCEPTIONALLY PURE 
AND FREE FROM 
MINTY BY-ODORS 





* 


SEELEY & COMPANY, 
AROMATIC CHEMICALS 
22 Albany St., New York, N. Y. 










Inc. 


Van Brunt Division 
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bine in sun-burn preventer oils, creams or lotions. 
Scientific data vering its use and effectiveness is 
available. 

ill take up greater amount 


Easy to Jor. A mbination »f soluble Olive and 
Castor Oils mbined with specially treated White 
Mineral Oj 
A Complete line of Cosmetic Raw Materials 





TELEPHONE BEEKMAN 3-3156-3162 


CABLE ADDRESS PARSONOILS, NEW YORK 


59 BEEKMAN STREET 
NEW YORK-N-Y-U:-S:-A- 


PLYMOUTH White Cirine Wax 
f White Ceresin Wax prepared for 


A special grade 
Y Absolutely white and odorless. 


et trade 


the < 


PLYMOUTH Stearic Acid, Triple-pressed 
Eastern Distributors for Harkness & Cowing. This is the 
finest triple-pressed saponified Stearic Acid available 
from any source. lodine number |.5 to 1.75. Extremely 


pure, odoriess 


High in effectiveness, low in final cost. Simple to com- 


ear and of heavy body 


FOR LUSTROUS, LONGER LASTING 


Lipsticks 


WELL WITHIN EXISTING LEGAL REGULATIONS 


try K. E L TON . .. Kelton-made, your lip- 


sticks comply with the spirit and letter of the 
existing legal regulations. None but the purest 
ingredients are used. And the Kelton staff is always 
alert to changing cosmetic legal regulations. Kelton 
lipsticks are insured against product liability. Mer- 
chandised only under private brand labels, they're 
“best sellers" everywhere. Women go for their 
smooth, lustrous, longer lasting qualities. Over 100 
different shades for you to choose from. You spec- 
ify the texture. Write today for complete details. 


Other Kelton "Best Selling” Products Include: Rouge, 
Eye Shadow, Mascara, Powder, Cream Rouge. 


Kelton Cosmetic Co. 


43 WEST 27th STREET, NEW YORK, N. Y. 


West Coast Representative: 
Herman Schlobohm Co., 819 Santee Street, Los Angeles, Calif. 

















Makers of Private Brands Exclusively 
Our Only Trade Mark Is The Quality Of Our Service 


The well known perfumes of Etablissement 
Rigaud may be seen—and whiffed—at the 
Consumer's Building, N. Y. World's Fair 


D.C.A.T. to Hold 
Annual Meeting in October 


The Drug. Chemical 
and Allied Trade Section of the New 
York Board of Trade will hold its an- 
nual outing-meeting at Skytop, Pa.. 
Oct., 20-21, according to William D. 
Barry of Mallinckrodt Chemical Works. 
chairman of the section. 

Ralph E. Dorland of the Dow Chemi- 
cal Co., vice-chairman of the section, 
will handle arrangements for the affair 
in general. Chairmen for various units 
will be named shortly. 


Cosmetics Gains Recognition 
By British Industrial Chemists 


The (British) Society 
of Chemical Industry is holding its an- 
nual meeting this year in the delightful 
old-world city of Exeter, 
The Symposium on the “Trend of Prog- 


Devonshire. 
ress” commenced at the autumn meet- 
ing is to be continued: and, for the first 
time in the history of the Society. cos- 
metics gains recognition as a distinct 
branch of applied chemistry. worthy of 
special treatment. The various contri- 
butions to the Symposium are to be 
published in the Society’s official jour- 
nal, CHEMISTRY AND INDUSTRY. 
By special invitation of the Society, the 
paper on “The Trend of Progress in 
Cosmetics” has been contributed by H. 
Stanley B.Sc., F.LC., and 
appears in the issue for June 24. 

In his survey, Mr. Redgrove classifies 


Redgrove. 


cosmetics broadly as (1) decorative, 
(2) corrective, (3) protective. and (4) 
Under the heading 


vitamin and hormone creams are dealt 


curative. fourth 
with in a decidedly cautious spirit with 
emphasis on the need for more real re- 
search and the carrying out of con- 
trolled experiments. In connection with 
face powder, the growing use of ti- 


which Mr. 


himself introduced to the industry in 


tanium dioxide, Redgrove 


Great Britain, is referred to, and fur- 
ther developments in connection with 


coloring matters are foreshadowed. De- 
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“para” type. 
also dealt 


touched 
Navarre is 
with the 


manicure are 
upon, and Maison G. de 
queted in 


velopments in 
connection need 
which exists for a totally new nail var- 
nish of a wax type. 

lipsticks is 
treatment, and Dr. Goodman’s opinion 


The coloring of given 


that the usual lipoid stick forms a pro- 


tective covering for the lips is referred 
to with approval. 
New styles in hairdressing have led 


to the invention of numerous prepara- 
tions of a new type, the more important 
of which are rapidly reviewed, includ- 
ing mixtures which react exothermically 


when moistened, designed to replace the 


permanent waving machine. In connec- 


tion with hair-dyes, emphasis is laid on 
developments in connection with (a) 
henna and chamomile, (b) lead dyes 


for masculine use, and (c) dyes of the 
Soapless shampoos are 


with. Finally, emulsifying 


agents are treated, and it is here, Mr. 


Redgrove writes, that perhaps the 
greatest developments have taken place. 
Emphasis is laid on the importance of 


emulsifying agents permitting the pro- 


duction of cosmetic creams having an 
acid reaction. 


Company Founded With $10 


Sold for $2,800,000 


One of the most 
spectacular deals in the world of toilet 
products has recently been effected in 


Norman Hill Wilfred Hill 


Great Britain. The County Perfumery 
been sold to the Beecham- 
£600,000  (ap- 


In 1896, Wil- 


Co. has 
Maclean combine for 
proximately $2.800,000) . 
frid Hill started a Jitthe business in 
Birmingham. under the title of the 

In 1904, he had 
took the 
Pomade Hongroise for waxing mous 


County Chemical Co. 
an inspiration. It form of 
taches. The business flourished in a 
small way. and then moustaches went 
out of fashion, and Mr. Hill was faced 
with a debt of £1000. But in 1926, he 
had another inspiration. 

Noticing the habit Birmingham men, 
had of phastering their hair down with 
plain water or gummy preparations, he 

an emulsi 
type. Bryl- 
creem was the result, and sold so well 


thought of something better 
fied product of an_ oily 


to the barbers. that he formed a new 


company to run it, the County Per 
fumery Co., with a nominal capital of 
£100, of which only £2 was ever issued, 
to himself and his son. Today, Bryl 
creem occupies the proud position of 
the most popular hair-dressing for men 
in Great Britain. Chemists order it in 
lots of twelve tons at a time. Success 
has been built up on the basis of a 
good product, hard work, and clever 
Neil Fabricus, the man 
ager of Brylcreem, who Mr. Hill dis 
covered in a dole queue, becomes man- 
aging director of the company, with 
Wilfrid Hill’s son, Norman, as assistant 


managing director. 


advertising. 


Fitch and Wildroot Together 
Get 35 Fair Trade Injunctions 
The F. W. Fitch Co. 
and the Wildroot Co. are pressing for 
fair trade enforcement. The former has 
secured 27 injunctions and the latter 
has secured 18 all signed by Justice 
Aaron Steuer of the New York Supreme 
Court. Lewis G. Bernstein, as attorney 
for the complainants, secured the in- 
junctions. 


Stafford Allen & Sons, Ltd., 
Announce New Directors 


Stafford Allen & 
Sons, Ltd., London, England, for whom 
Ungerer & Co., New York, N. Y.. are 
American agents, announce the elec- 
tion of Roger K. Allen, son of Kenneth 
Allen, and R. Peter Merritt, son of W. 
Francis Merritt, as directors. Mr. Allen 
represents the fourth generation of the 
Allen family in the business. 


Band of BIMS of Boston 
Getting Golfing Conscious 


The BIMS of  Bos- 
ton, of which Robert C. Kelly is chair 
man, are developing some first class 
goHers among their members—in fact 
if a tournament were staged between 
BIMS and the New York 


doubt as_ to 


the - Boston 
BIMS 
whether the honors would stay in New 
York. In the photo- 
graph snapped at the first Boston out- 


there is some 


accompanying 


ing are shown from left to right: Robert 
C. Kelly, Pete Niles, Herbert Stevens 
and Clare Ewing, every one of whom 


swings a wicked club. 


At Boston BIMS Outing 


The American Perfumer 





SELECTED 


THE COSMETIC FORMULARY. VOL. |. By H. 
Bennett. The latest, most comprehensive compilation of 
practical commercial and experimental cosmetic manufac- 
ture. No theory. For the chemist, manufacturer, stu- 
dent, experimenter. Hundreds of valuable formulae. 
Working methods and equipment thoroughly covered. 
Sources of raw materials, giving trade names and rarer 
products . . . . $3.80 postpaid 

PERFUMES, COSMETICS & SOAPS. By William H. 
Poucher.. This standard, authoritative work available in 
three volumes: 


VOL. 1 (4th edition). A dictionary of perfumes 
and cosmetic raw materials .. . . $8.05 postpaid 
VOL. 2 (5th edition). Devoted exclusively to Per- 
fumes and Perfumery. Manufacture, formulae, etc. 
.. . » $8.05 postpaid 
VOL. 3 (5th edition). Covers actual manufacture 
of Cosmetics and Soaps. Explicit directions. Numer- 
ous formulae . . . . $7.05 postpaid 
HAIR-DYES & HAIR-DYEING. By H. Stanley Red- 
grove & J. Bari-Woollss. New, completely revised edi- 
tion of this standard work. ‘The most complete treatise 
on the subject yet written in any language. A new chap- 
ter deals with hair brightening shampoos and rinses, hair 
tints, etc. New chapters on technique of eyebrow and 
eyelash dyeing and shampoo-dyeing . . . . $5.10 postpaid. 
CONDENSED CHEMICAL DICTIONARY. 2ND EDI- 
TION. Compiled and edited by Staff of the Chemical 
Engineering Catalog. ‘Thumb index. A 
shortcut to specific information concerning 12,000 chemi- 
cals and raw materials. Designed for the practical use of 
all who are required to know the properties and industrial 
uses of chemical products 
PRINCIPLES OF PROFESSIONAL BEAUTY CUL- 
TURE. By Herman Goodman. ‘The underlying prin- 
ciples of cosmetic art and science in one convenient vol- 
ume 
MODERN SOAP MAKING. By E. G. Thomssen & 
C. R. Kemp. First entirely original American book on 
soap manufacture in over 20 years. Covers every phase. 
Raw materials. Machinery and equipment. Soap mak- 
ing methods. Soap products. Glycerine recovery and re- 


551 pages. 


BOOK LIST 


fining. Recovery methods. Reference tables. 550 pages 
. $7.60 postpaid 
COSMETIC DERMATOLOGY. By Herman Good- 


man. 54 chapters covering the field from acne to vita- 
mins and hormones. . . . $6.55 postpaid 


FLAVORS AND ESSENCES. By M. H. Gazan. A 
new-type formula book. Many formulas which have never 
been published before. Each carefully tested—each may 
be used freely by purchaser of the book. Except for a few, 
no equipment required. All raw materials available in the 
open market. Fruit flavors and essences for confectionery, 
syrups, mineral waters, ice creams, custard powders, etc. ; 
fruit ethers for boiled goods and sweets; wine flavors for 
distillers, confectioners, etc.; oil compounds, herbal ex- 
tracts .... $10.00 postpaid 


TREATMENT OF COMMON SKIN DISEASES. By 
Herman Goodman. Basic instructions in the anatomy 
and physiology of the skin, hair and nails (and their con- 
dition in health and disease). Formulae from shampoo to 
lotion, from diet to prescription. 350 pages. 72 illustra- 
tions. 300 tested formulae .. . . $5.05 postpaid. 


MODERN COSMETICS. By Francis Chilson. \{od- 
ern manufacturing processes described without unnecessary 
detail. Uses of new materials indicated. Many formulas 
given for all types of cosmetics except hair dyes. Over 70 
cosmetic products described, with formulas and manufac- 
turing discussions. A valuable help to chemist, factory 
manager, perfumer. 564 pages... . $6.05 postpaid 
MARKETING COSMETICS. By S. L. Mayham. 
Gives a complete picture of the cosmetic market and how 
to operate in it profitably. Treats of all factors that enter 
the problem of cosmetic marketing . . . . $2.55 postpaid 
PREPARATION OF PERFUMES & COSMETICS. By 
Durvelle. 419 pages .... $10.00 postpaid 

THE CHEMISTRY OF PETROLEUM DERIVATIVES. 
VOL. Il. By Carleton Ellis. 1s supplemental to the 
first volume published in 1934. This new work contains 
54 chapters, 5000 references, 350 illustrations. Maison 
de Navarre “recommends this massive text and reference 
to all who call themselves chemists in the toilet goods in- 
dustry. Manifold uses will be found for the data and 
suggestions.” 1464 pages . . $20.00 postpaid. 


For the best books on the perfume and allied industries consult us @ Postage on foreign orders is extra 


ROBBINS 


PUBLICATIONS 


BOOK SERVICE 


9 EAST 38th ST., NEW YORK, N. Y. , 
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BIMS Award 17 Golf Prizes 
At Mid-summer Outing 


Over 90 members of 
the BIMS gathered at the Tarearack 
Country Club, Port Chester, N. Y. July 
20, to enjoy the mid-summer outing. 
Golf and swimming in the club pool 
were enjoyed in the afternoon; and in 
the evening a dinner was held followed 
by bridge. Golf prizes were distributed 
by Martin F. Schultes, chairman, to the 
following prize winners: F. J. Griffiths, 
Joseph Bander, Stanley Sapery, Kent 
Upham, Robert Kelly, G. C. Coleman, 
A. J. Dedrick, Joseph Kelly, Milton 
Kaylor, A. D. Henderson, K. T. Haff, 
W. F. Zimmerman, Sewell Corkran, G. 
Grant, W. H. Gunther, Joseph Gartlan. 


Trade Contributes to 
Greater New York Fund 


Contributors recently 
announced to the Greater New York 
Fund in response to its appeal on be- 
half of 380 health and welfare agencies 
include the following concerns in the 
Yardley 


Tourneur 


cosmetic and allied industries: 
& Co.. Marie K. Neary, 
Beauty Products, Inc.. Guerlain. Ince.. 
George W. Button Parfums 
Charbert, Carr-Lowrey Glass Co., Col- 
gate-Palmolive-Peet Co.. Procter & 
Gamble, American Perfumer and Mal- 


linckrodt Chemical Works. 


Corp.. 


Gift Box Orders Ahead 
of 1938, Mennen Reports 


Advertising on Men- 
nen’s gift boxes will be increased this 
year starting with November, reports 
F. S. Dietrich, merchandising manager. 

Orders for gift boxes are already 
running well ahead of last year. it is 
said. 

Appeals to business executives to use 
these boxes as gifts to employees will 
be made. 


Record Production of Rose Oil 
In Bulgaria Reported 


Bulgaria’s output of 
rose oil reached record proportions in 
the season just ended, according to a 
report from Vice Consul R. W. Hefti. 
Sofia. Total production during 1939 
amounted to 7,920 pounds compared 
with 3,718 pounds in 1938 and 6,270 
pounds in 1937. 

The bulk of Bulgarian rose oil is dis- 
tilled by cooperative associations under 
the direct control of the Agricultural 
Bank of Bulgaria 


whose seal is placed on the containers 


and Cooperative 


as a guarantee of the oil’s purity. 
Under existing law. private distillers 
and exporters of the product are re- 
quired to obtain half of the quantity for 
each shipment abroad from the stocks 


80 


of the Bank while the remainder may 
be furnished from their private sup- 
plies. The Bank has large reserves 
available from previous years and fluc- 
tuations in annual output are usually 
of minor significance. 

Exports of rose oil from Bulgaria in 
1938, official statistics show, amounted 
to 4,145 pounds, valued at 57,000,000 
leva ($679,000) compared with 4,794 
pounds 54,255,000 leva 
($644,700) in the preceding year. Ship- 
ments abroad during 1939, the report 
points out, have shown an increasing 


valued at 


trend, countries of destination being 
chiefly France, the United States. Great 
Britain, and Switzerland. 


COMING MEETINGS 


Sept. 18-20—Associated Chain Drug 
Stores, Hotel Biltmore. New York. 
oe + 

Sept. 20-23—Federal Wholesale Drug- 
gists Assn., Hot Springs. Va. 

Sept. 24-28—National Wholesale Drug 
gists Assn., White Sulphur Springs. 


Ws Wa. 


OBITUARIES 


Michael B. Zimmer 


Michael B. Zimmer, age 70. Chi- 
cago representative of Fritzsche 
Brothers, Inc.. New York, N. Y.. died 
suddenly of a heart attack at his home 
on July 16. Of 
late, and up until 
the day of his 
death, he had ap: 
peared to be in 
the best of health. 

Mr. Zimmer, 
husband of the 
late Augusta Zim- 
mer, was a brother 
of Ben F. Zimmer, 
vice-president — in 
Fritz- 
Brothers’ 
Chicago office. He is survived by three 
daughters, Mrs. Eleanor Gresik, Mrs. 
Virginia Finnegan and Miss Marion 
Zimmer, and by a son, the Reverend 
Bernard, O. S. B. 

The twenty-fifth anniversary of Mr. 
Zimmer’s affiliation with the Fritzsche 
organization was celebrated on Febru- 
ary 2, last, when he became the twelfth 
member of the firm’s Quarter of a Cen- 
At that time, F. H. Leon- 
hardt, president, commended him on 


charge of M. B. Zimmer 


sche 


tury Club. 


his long and devoted service to the com- 
pany. His loss will be keenly felt py 
his associates and by his host of friends 
throughout the trade who will always 
remember him for his wholesome and 
engaging personality. 

Mr. Zimmer was a past president of 
the Chicago Drug and Chemical Asso 


ciation and, in addition to other activ- 
ities and affiliations, was a member of 
the Knights of Columbus. 

The funeral services were held July 
19, at Our Lady of Merey Church, in 
Chicago. 


Gottfried L. Spies 


Gottfried Lorenz Spies, superinten- 
dent and head chemist of Charles H. 
Phillips Chemical Co., Glenbrook, 
Conn., died July 5 at his home at the 
age of 85. 

Mr. Spies was born in Maribo, Den- 
mark, and was graduated from the 
Royal University of Copenhagen. He 
came to America in 1890. 
in 1929, 


He retired 


TRADE JOTTINGS 


“Tanalogne” is the name given to 
Rose Laird’s new suntan preparation 
in eau de cologne form. 


Richard Hudnut offers a special sum- 
mer promotion plan for its line of toilet 
waters which includes an attractive at- 
omizer and counter display. 


Kathleen Mary Quinlan announces a 
new “offspring” in the form of an at- 
tractive simulated snakeskin travel kit 
with washable lining containing seven 
items. 


A refreshing summer cleansing cream 
for oily skin is the newest product from 
Doraldina Cosmetics, Inc. 


Tussy offers lipstick and rouge in a 
new shade, called Baby Pink, especially 
appropriate for summer clothing. 


“Sporting Pink,” inspired by the red 
of English hunting coats, is the name 
of a new vivid red lipstick with a yel- 
low undertone, offered by Helena 
Rubinstein. Matching nail groom is 
also available. 


Summer and fall fashion colors are 
correlated with Lenthéric’s make-up in 
a new harmony chart which is accom- 
panied by an announcement of two 
new make-up shades: Rocket Red, for 
neutral ensembles and Deep Orchid 
for pastels. 


Mennen’s antiseptic oil and powder 
are now on exhibition at the New York 
World’s Fair Baby Incubator Building. 


Margaret Brainard announces a new 
$1.00 size package of her Capsufacial. 
the cream that comes in a_ capsule 
form. The new flat transparent box 
so convenient for traveling holds six 
capsules, each capsule containing 
enough cream for one facial. 
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% You Can Put This Book 
To Profitable Use 


7 FLAVORS and ESSENCES 


By M. H. GAZAN 





1 
> 
This new type formula book gives you brand-new formulas 
4 most of which have never been published before. Every formula 
$ has been carefully tested. Every product is highly concentrated 
very soluble, and may ke kept for several years without change 
r deterioration. Except for a few, no equipment is required. 
2 And even those few may be prepared without equipment if 
1 desired. All raw materials are obtainable in the open market 
Every formula may be used freely by every purchaser of 
» the book. The formulas are so new and so valuable as to offer 
r a real commercial advantage. They combine richness of flavor 
{ strength, permanence, and low cost. They include fruit flavors 
and essences for the manufacturer of onfectionery syrups 
mineral waters, ice creams, custard powders, etc.—Fruit ethers 
i for boiled goods and sweets—Wine flavors for distillers ynfec 
k tioners, etc.—Oil compounds, herbal and other extracts The 
mplete index and valuable tables enable any reader to pro 
' Juce the essences without difficulty. 
Send for This Valuable Book TODAY! 
“ Cloth—5!/fp x 834—Illustrated—Price $10.00 
x 
xX 
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Amourousa 22394 


$90.00 Ib. 


Cinqual 2976 
$95.00 Ib. 


Bouquet 23419 
$40.00 Ib. 


Star $2519 
$40.00 Ib. 


Cherry Blossom 


for creams 


$10.00 Ib. 


Jasmin for 
soaps $4.00 Ib. 


Bouquet 2217A 
for perfumes 


and toilet waters 


$16.00 Ib. 
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New 


SY cents 


for Your Products 


You can now have a startling 
freshness and appeal in your 
products by using our finished 
creations ranging from straight 
florals and bouquets to sophisti- 
cated odeurs of the popular mod- 
ern type. 


Simply tell us the type product 
you are interested in, the type 
odeur you prefer, and the approx- 
imate limits of your price range. 


Submit Your Problem 


Give us the details. We shall 
gladly submit suggestions, sam- 
ples, quotations, covering your 
requirements. 


aa ee 


This book will help you avoid blunders in 


the arithmetic of manufacturing practice 


ext Book of Pharmaceutical 
Arithmetic 


by T. J. Bradley...2nd revised edition...$2.30 postpaid 


More people make blunders in the arithme- 
tic of manufacturing practice than one 
might imagine. This book is designed to 
help you avoid the annoying, often costly 


mistakes. 


It has been brought completely 


up to date to meet the new standards of the 
U.S.P. XI—and is especially recommended 
to laboratory and factory technicians. 


Partial list of subjects discussed: ratio and propor- 
tion; common system of weights and measures; 
metric system; reducing and enlarging recipes; 
density and specific gravity; stock solutions; per- 
centage solutions; dilution and concentration; alli- 
gation; and a series of problems and answers. 


Order your copy today—only $2.30 postpaid! 


ROBBINS PUBLICATIONS BOOK SERVICE 
9 East 38th Street, New York, N. Y. 














































NEW YORK MARKET 


Basinc their expectations on the 
recent action of the market, leading 
suppliers of essential oils and aro- 
matic chemicals are looking for a 
period of good business over the next 
few months. It is more difficult to 
do business on declining markets. 
Since advances in a number of articles 
in May and June were maintained 
over the past month and with the 
possibility of values being carried 
into higher ground, prospects are 
considered favorable. 


Outstanding Developments 


Higher quotations on brown cam- 


phor oil derivatives, wormseed, 


wormwood, eucalyptus, and oleo resin 


vanilla, together with a lowering of 


prices of distilled ginger, and buty: 
acetate constituted the 
developments. 


outstanding 


Business Ahead of 1958 

Sales of aromatics made a satis- 
factory showing over the past month 
June. The 
most encouraging factor in the mar- 


when compared with 
ket is that business is continuing to 
run ahead of last year. 

camphor oil 


Brown derivatives 


moved higher. There was no artifi- 
cial sassafras oil to be had from the 
source with the exception of a few 
lots which had been contracted fo 
about a year ago. Local supply 
houses have been reluctant to ad- 
vance prices but the trend seems 
definitely upward since there is little 


or nothing available at the source. 


Good Demand for Lemon Oil 


Excellent demand for California 
lemon oil was in keeping with the 
highly seasonal weather over the past 
month that also raised the consump- 
tion of orange, lime and various fruit 


flavors for the soft drink trade. Many 
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oils also reflected the good seasonal 
demand for insecticides, as well as 
various toilet waters, and sun tan 
preparations. 

Exports of distilled lime oil from 
the Guadalajara district of Mexico, 
through the port of Colima, during 
the first half of this year were re- 
corded at 10,408 pounds valued at 
$15,971, and 856 pounds of cold 
pressed lime oil valued at $3,185. 
In the corresponding period of 1938, 
a total of 9,550 pounds of distilled 
oil of limes valued at $20,581 were 
exported from that district. 


Eucalyptus Oil 

The upward trend in eucalyptus 
oil has been extended in keeping with 
earlier predictions appearing in this 
column. Normally prices are at their 
lowest point at this time of the year. 
Various reasons are given for the 
upward trend including dry weather, 
brush fires, and the insistence on 
reforestation on the part of the 
Australian government. 

With another crop at hand, interest 
is gradually being turned to the distil- 
lation of peppermint. In view of 
normal weather conditions during the 
growing period, trade factors are of 
the opinion the coming crop will 
Early 


distillations were rather poor but im- 


prove to be of average size. 


provement is expected as distillation 


progresses. 


Bourbon Vanilla Beans 


Bourbon vanilla beans reacted 
slightly from the high level prevail 
ing in June. Demand is never very 
active during July and August. Con- 
fectioners usually operate on a re- 
duced scale during hot weather and 
ice cream manufacturers prefer to 
hold off until Fall to make flavors 
and syrups. As a_ result, activity 


over the past month was entirely 


routine with only moderate quantities 


moving against contracts. The com- 
ing crop of Bourbon beans is not 
expected to be any larger than the 
last crop. If estimates prove true, 
total production will not exceed 350 
tons—an amount hardly sufficient to 
take care of the trade’s requirements. 

New crops of pale rose flowers ar- 
rived here last month. Considerable 
interest has been shown in this mar- 
ket over the past several months. Old 
crop flowers have practically all gone 
into consumption and it is feared 
most of the fresh arrivals will find 
ready buyers. 

No new developments were noted 
in gum tragacanth. Firm conditions 
prevailed in gum Arabic as the result 
of the continued 
primary market. 


strength in the 


Japanese Camphor and Menthol 

Quotations on Japanese camphor 
and menthol moved in favor of the 
consuming trade. Demand for mem- 
thol was seasonally quiet though a 
keener interest was shown in offer- 
ings from Japan for later shipment. 

France, which had supplied fair 
quantities of crude glycerine to this 
market over the past year or more. 
placed an embargo on all exports of 
this material. If business had been 
more active here, such a development 
might have had a strengthening in- 
fluence on the market. In view of a 
narrow demand, quotations on refined 
and crude material were unchanged. 

Trade in cocoanut and other soap 
oils was quiet most of the time. The 
trend of the 
downward. 


general market was 


Geranium Unsettled 

The outstanding feature in the 
floral oil group was the unsettlement 
in geranium. Demand was quiet and 
limited to small quantities and prices 
generally were favorable to those ap- 


pearing in the market for spot goods. 
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